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CHiPTSfî I  
nTflÛÛUCxIOfi
The autom obile  has p lay ed  a  m ajor r o le  in  th e  Ameri­
can way o f  l i f e  ev e r since  Henry Ford began m ass-producing  
h is  Model T and thereupon  b lazed  th e  t r a i l  f o r  o th e r  manu­
f a c tu r e r s  to  fo llo w  in  h is  s te p s  in  th e  mass p roduction  o f  
au tom ob iles. In  re c e n t y e a rs  th e  autom obile  in d u s try  has 
c o n tr ib u te d  approx im ate ly  e ig h t p e rc en t o f  th e  m anufactu ring  
n a t io n a l  income, and the  G ross Automobile P roduct a s  a  p e r ­
centage o f  th e  G ross N a tio n a l P roduct has averaged about 
fo u r p e rc e n t .^
Now th a t  th e  autom obile has become im portan t to  th e
American economy, th e re  have been q u i te  a  few p u b lish ed
s tu d ie s  a s  to  why people buy au tom ob iles. However, most o f
th e se  s tu d ie s  t h a t  deal w ith  autom obile buying o r  ow nership
may be c l a s s i f i e d  a s  demographic-economic and d ea l w ith  such
fa c to r s  a s  ag e , income, s ta g e  in  l i f e  c y c le , ed u ca tio n , and
2
o th e r  s im ila r  f a c to r s .
O ther s tu d ie s  th a t  have been made concern ing  a u to -
^ . S .  Bureau o f Census, S t a t i s t i c ^  A b s tra c t o f  th e  
U nited  S ta te s :  1970. ( 9 1 s t .  e d i t io n .)  W ashington, B .C .,
im', pp . jI7 ," '54Ô .
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In  th e  b ib lio g ra p h y  see  th e  works o f  Brems, d e Ja n o s i, 
Dyckman, and K re in in  and l in in g e r .
m obile buying o r  ownership may be c la s s i f i e d  as s o c ia l -  
p sy ch o lo g ica l in  n a tu re  because they  deal p r im a r ily  w ith  
autom obile buying in  comparison to  th e  s p e c if ic  p e r s o n a l i ty  
t r a i t s  o f  th e  buyers; o r  e ls e  they  a re  concerned w ith  th e  
in f lu e n c e  o f  th e  consum er's re fe re n c e  groups on autom obile  
p u rchasing  o r  ow nership .^
Purpose
The purpose o f  t h i s  s tu d y  i s  to  in v e s tig a te  s e le c te d  
ty p es  o f in te rp e rs o n a l  in f lu e n c e  and th e  e f f e c t  o f  t h i s  in ­
f lu en c e  on th e  consum er's d e c is io n  to  purchase a  new c a r  and 
th e  d e c is io n  on h is  p a r t  to  rem ain brand lo y a l  o r  e x h ib i t  
brand sw itch ing  b eh av io r. To t e s t  th e  e f fe c t  o f  in te r p e r ­
sonal in f lu e n c e , o th e r  m ajor v a r ia b le s  o f consumer d e c is io n  
making in  connection  w ith  th e  purchase o f a new autom obile 
w i l l  a ls o  be exp lo red . O bviously , l im i ta t io n s  in  th e  in ­
strum en ts o f  measurement w il l  n o t perm it th e  e x p lo ra tio n  o f  
a l l  th e  p o s s ib le  v a r ia b le s .
Thus, th e  hypotheses upon which th i s  study  i s  based
4a re
^In  th e  b ib lio g rap h y , see  th e  works o f Evans, E ngel, 
W e s te r fa l l ,  and Bourne.
^ h e  p r in c ip a l  in s tru m en ts  used in  t h i s  s tudy  a re  r e ­
sponses by autom obile p u rch ase rs  to  q u estio n s  asked by t h i s  
in v e s t ig a to r .  In  most o f  th e  hypo theses, th e  measurement o f  
th e  e f f e c t  o r  r e la t io n s h ip  i s  su b je c t  to  th e  l im i ta t io n  o f  
"as re p o rte d  p erce iv ed  by th e  re sp o n d en t."  T h is l im i ta t io n  
i s ,  o f  co u rse , in h e re n t in  a lm ost a l l  s tu d ie s  r e ly in g  on 
re s p o n d e n t 's  resp o n se .
1 . th a t  in f lu e n t i a l s ,  o r  o p in io n  le a d e r s ,  and the  
people th ey  in f lu e n c e  a re  s im ila r  in  th a t  they  
belong  to  th e  same s o c ia l  and working groups, 
have th e  same f r ie n d s ,  and know one a n o th e r 's  
fa m ilie s ;^
2. th a t  i n f lu e n t i a l s  a re  r e l a t i v e l y  more in te re s te d  
in  au tom obiles th an  a re  th e  people th a t  th ey  in ­
f lu e n c e ;
3. th a t  w hile  i n f lu e n t i a l s  d i s t r ib u t e  in fo rm ation  
and in f lu e n c e , th ey  them selves re c e iv e  most o f 
t h e i r  in fo rm a tio n  th rough  p e rso n a l channels;
4 . t h a t  in te rp e r s o n a l  com m unications as p e rce iv ed  by 
th e  responden t a re  a more pow erful agent than  are  
mass communications in  in f lu e n c in g  a consum er's 
d e c is io n  to  purchase a  new c a r  w ith o u t re g a rd  to  
make o r  model.
5 . t h a t  in te rp e r s o n a l  comm unications w i l l  be r e p o r t­
ed a s  a more im portan t p a r t  in  consumer d ec is io n  
making where brand sw itc h in g  behav io r as compared 
to  brand lo y a l  behav io r i s  e x h ib ite d ;^
6. th a t  a  consum er's p o s t-d e c is io n  e v a lu a tio n  i s  the
For th e  purposes of t h i s  s tu d y , i n f lu e n t i a l s  a re  de­
f in e d  a s  peop le  who a re  re p o rte d  by th e  responden ts a s  having 
a f f e c te d  t h e i r  a t t i t u d e s  concern ing  p re v io u s ly  owned, p re­
s e n t ly  owned, o r  fu tu re  c a r s .
^For th e  purposes o f t h i s  s tu d y , brand sw itch ing  be­
h a v io r i s  d e fin e d  as sw itc h in g  between m an u fac tu re rs ' makes 
o f  au to m o b ile s . For exam ple, from G eneral M otors to  Ford,
most im portan t v a r ia b le  among th e  l i s t e d  v a r i ­
a b le s  in  h is  d e c is io n  to  purchase  or n o t to  p u r-
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chase th e  same brand o f  autom obile ag a in ;
7 . t h a t  consumers who form fa v o ra b le  p o s t-d e c is io n
e v a lu a tio n s  toward t h e i r  p re s e n t  autom obiles a re  
more l ik e l y  to  e x h ib i t  b rand  lo y a l b e h av io r; and
8. t h a t  consumers who form unfavorab le  p o s t-d e c is io n
e v a lu a tio n s  tow ard t h e i r  p rev io u sly  owned a u to ­
m ob iles a re  more l i k e l y  to  be brand sw itc h e rs .
W ith th e s e  working h y p o th eses , th e  p o s t-d e c is io n  
e v a lu a tio n  i s  b e liev e d  to  be in f lu e n c e d  by the fo llo w in g  v a r i ­
a b le s :  (1) f in a n c ia l  s t a tu s ,  (2 ) s ta g e  in  l i f e  c y c le , (3)
sex , (4) s o c ia l  c la s s ,  (5) in te rp e r s o n a l  communications from 
th e  consum er's prim ary g roups, (6 ) o th e r  re fe ren c e  group in ­
f lu e n c e s , (7 ) th e  amount o f s e rv ic e  h is  autom obile o r  a u to ­
m ob iles have re q u ire d , (8) th e  q u a l i ty  o f  d e a le rsh ip  s e rv ic e ,
(9) in te rp e r s o n a l  communications w ith  th e  new c a r  salesm an,
(10) mass com m unications, and (11) th e  consum er's f in a n c ia l  
e x p e c ta t io n s .
l o g ic a l l y ,  th ese  e leven  v a r ia b le s  would, to  a  la rg e  
e x te n t ,  de term ine  a consum er's e v a lu a tio n  of, o r h i s  a t t i ­
tu d e  tow ard , th e  autom obile o r au tom ob iles he has owned or 
s t i l l  owns. These v a r ia b le s  a p p a re n tly  in te r a c t  and a f f e c t
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F or th e  purposes o f t h i s  s tu d y , p o s t-d e c is io n  evalu ­
a t io n  i s  d e fin e d  as  the  consum er's o v e ra l l  a t t i tu d e  tow ard 
h i s  p re se n t and p a s t  au tom ob iles.
each o th e r  in  th e  fo rm ation  o f  th e  consum er's p o s t-d e c is io n  
e v a lu a tio n . For example, a  consum er's s o c ia l  c la s s  may 
a f f e c t  h i s  ch o ice  o f  re fe re n c e  g roups, which could  th en  
a f f e c t  h is  p o s t-d e c is io n  e v a lu a tio n . T h e re fo re , th e  suh - 
hypo theses based  on th ese  v a r ia b le s  a re
1 . t h a t  p o s t-d e c is io n  e v a lu a tio n  ten d s to  become un­
fa v o ra b le  as th e  frequency  o f  autom obile r e p a i r  
r i s e s ;
2. t h a t  a  consumer w ith  a  h ig h ly  a g g re ss iv e  p e rso n ­
a l i t y  t r a i t  w i l l  e x h ib i t  l e s s  to le ra n c e  tow ard 
au tom obile  r e p a i r s  and w i l l  th e re fo re  r e p o r t  be­
coming e a s i ly  d i s s a t i s f i e d  w ith  h is  au tom obile  as
Q
th e  frequency  o f  autom obile r e p a i r s  r i s e .
3 . t h a t  a  oonsoaer w ith  a  h ig h  p e rs o n a l i ty  need f o r  
change i s  more l ik e l y  to  r e p o r t  u n fav o ra b le  p o s t­
d e c is io n  e v a lu a tio n s .
4. t h a t  when prim ary o r  re fe re n c e  group members own 
s im i la r  makes o f  au tom obiles and have fa v o ra b le  
p o s t-d e c is io n  e v a lu a tio n s  tow ard t h e i r  au to m o b ile s , 
th e  consumer i s  l e s s  l i k e l y  to  re p o r t  an u n fav o r­
a b le  e v a lu a tio n  toward h is  au tom obile .
5 . t h a t  a  consumer i s  more l i k e l y  to  r e p o r t  u n fav o r­
a b le  p o s t-d e c is io n  e v a lu a tio n s  i f  in  h i s  o p in io n  
th e  q u a l i ty  o f  th e  d e a le rs h ip  se rv ic e  i s  p o o r .^
Q
As m easured by th e  Edwards P e r s o n a l i ty  P r o f i l e .
9 ln  c o n tr a s t  to  th e  d e a l e r 's  r é p u ta t io n  f o r  s e rv ic e ,  
o r  in fo rm a tio n  a v a i la b le  from th e  d e a l e r 's  s e rv ic e  r e c o rd s .
Scope
T his study  i s  concerned only  w ith  th e  brand sw itch in g  
o r  brand lo y a l  behav io r of th e  new c a r  buyers l iv i n g  in  th e  
g r e a te r  Oklahoma C ity  Area who purchased new 1968 au tom obiles. 
C onsequently , th e  t r a i t s  o f  consumers who purchased  used  
autom obiles a re  n o t in c lu d ed  in  t h i s  s tu d y . In  a d d it io n  to  
v e rb a liz e d  a t t i tu d e s  and o b serv ab le  b e h av io r, th e  s tu d y  d e a ls  
w ith  th e  e a s i ly  m easurable t r a i t s  o f  th e  new c a r  b u yer. T h is 
s tu d y  does n o t a ttem p t to  in v e s t ig a te  th e  c o g n ita t iv e  o r  p e r­
c e p tu a l v a r ia b le s  t h a t  le d  to  th e se  p e rs o n a l i ty  t r a i t s  s in c e  
t h i s  would re q u ire  th e  a p p lic a t io n  o f  p sy ch o an a ly tic  te c h ­
niques*
The survey took  p lace  a f t e r  th e  consumer had e x h ib ite d  
h i s  behav io r ( th e  purchase o f  a  new c a r ) ,  and th u s  th e  an­
sw ers ob ta ined  r e l i e d  upon th e  re s p o n d e n t 's  r e c a l l  o f  th e  
s i tu a t io n .  M oreover, th e  v a r ia b le  o f  tim e w ith  re fe re n c e  to  
th e  consum er's d e c is io n  making i s  la rg e ly  e lim in a te d . I t  i s  
e n t i r e ly  p o ss ib le  th a t  the  measured v a r ia b le s  in c re a s e  o r  de­
c re a s e  in  im portance a s  th e  s ta g e  in  th e  consumer d e c is io n  
making p rocess i s  tak en  in to  c o n s id e ra tio n . However, th e s e  
v a r ia b le s  must be i d e n t i f i e d  and t h e i r  r e l a t i v e  im portance 
a s c e r ta in e d  p r io r  to  a lo n g itu d in a l  study  o f  th e  consumer de­
c is io n  making p ro cess  w ith  re fe re n c e  to  th e  purchase o f  a  new 
autom obile .
Relevancy
B a s ic a l ly ,  th e re  a re  two types o f  s tu d ie s  o f  au to ­
m obile buying o r  ow nership. The f i r s t  type  o f  s tudy  may be 
c la s s i f i e d  a s  a  demographic-economic s tu d y , w h ile  th e  second 
type  o f  s tu d y  may be c l a s s i f i e d  as so c ia l-p sy c h o lo g ic a l  in  
n a tu re . W hile bo th  o f  th e se  ty p es  o f s tu d ie s  a re  v a lu a b le , 
th ey  have tended  to  ig no re  some o f th e  m ajor hypo thesized  
v a r ia b le s  which may a f f e c t  th e  consum er's d e c is io n  to  pur­
chase a  new c a r  and which new c a r  to  p u rch ase .
W hile th e  purpose o f  t h i s  study  i s  to  in v e s t ig a te  
in te rp e r s o n a l  in f lu e n c e  and th e  e f f e c t  o f  t h i s  v a r ia b le  on 
th e  purchase d e c is io n , o th e r  m ajor hypo thesized  v a r ia b le s  o f  
new autom obile  buying b eh av io r have a ls o  been in v e s tig a te d  
and q [u an tif ied . H opefu lly , th e  r e s u l t s  o f  t h i s  s tu d y  w i l l  
c o n tr ib u te  a d d i t io n a l  in fo rm a tio n  en th e  r e l a t i v e  im portance 
o f  th e se  v a r ia b le s ,  a s  w e ll a s  to  determ ine th e  im portance ' 
o f  in te rp e r s o n a l  in flu e n c e  in  th e  consum er's d e c is io n  to  pu r­
chase a  new c a r .
A lthough t h i s  s tudy  i s  l im ite d  to  a  s in g le  p ro d u ct, 
a s  a re  most such  s tu d ie s ,  s tu d ie s  o f  t h i s  ty p e  a re  v a lu ab le  
because th ey  may he lp  th e  s tu d e n t o f  m ark e tin g  g a in  in s ig h t  
in to  consumer b eh av io r, as  w e ll as in to  h is  d e c is io n  making 
p ro c e ss . The in c re a se d  in s ig h t  th a t  sometimes acc ru es  from 
th ese  s tu d ie s  may le a d  toward more e f f i c i e n t  m arketing  
p r a c t ic e s .  W ith an in c re a se  in  the  e f f ic ie n c y  o f  m arketing  
m ethods, bo th  th e  consumer and in d u s try  w i l l  b e n e f i t ;
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F in a l ly ,  e m p ir ic a l s tu d ie s  in  th e  a re a  o f  consumer b eh av io r 
focus s tro n g ly  on th e  m arke ting  concept and b r in g  m arke ting  
a  s te p  c lo s e r  to  th e  s c ie n c e s .
Methodology
T h is  s e c t io n  on methodology i s  a  summary o f  C hap ter 
Two, which e x p lo re s  th e  methodology used  in  t h i s  s tudy  in  
more dep th . The study  i s  prim ary in  n a tu re  though i t  draws 
in fe re n c e s  s p e c i f i c a l l y  from th e  buying behav io r o f th e  a u to ­
m obile consumer a s  w e ll a s  from p re v io u s ly  developed th e o r ie s  
and com pleted s tu d ie s  concern ing  consumer buying b e h av io r. 
Because o f  th e  la c k  o f  in fo rm a tio n , e s p e c ia l ly  in  th e  be­
h a v io ra l se n se , concern ing  new c a r  buying behav io r in  th e  
g r e a te r  Oklahoma C ity  A rea, a  prim ary study  seemed to  be 
n e ce ssa ry .
There a re  th re e  b a s ic  re se a rc h  s tu d ie s  t h a t  cou ld  
have been c a r r ie d  ou t in  a f i e l d  s e t t in g :  (1) th e  f i e l d
survey , (2) th e  f i e l d  s tu d y , and (3) th e  f i e l d  experim ent. 
F ie ld  Survey m ethods a re  used  when a broad , sp read -o u t popu­
la t io n  i s  d e s ig n a te d  f o r  in v e s t ig a t io n .  F ie ld  s tu d ie s  ta k e  
p lace  when a  more e x te n s iv e , in -d e p th  in v e s t ig a t io n  i s  n e ce s­
sa ry . F ie ld  s tu d ie s  r e q u ir e  a  narrow er s e t t i n g  such a s  th a t  
o f  an i n d u s t r i a l  p la n t  o r  a  very sm all c o m m u n i t y . T h e  
f i e l d  experim ent r e q u ire s  an even narrow er s e t t i n g  and i s
^'^For a  more com plete d isc u ss io n  see F e s tin g e r  and 
K atz , R esearch Methods in  th e  B e h a v io r^  S c ien ces . (New 
York; H o lt,' S in e h a r t  and # inst;on , 196$), pp. 13-136.
^ ^ I b i d . . p . 13.
not y e t a  w e ll-d ev e lo p ed  method o f b a s ic  r e s e a rc h  in  th e  
12s o c ia l  s c ie n c e s .  The f i e l d  survey alw ays a tte m p ts  to  he 
re p re s e n ta t iv e  o f  some known u n iv e rs e . T h is  em phasis on 
re p re s e n ta t iv e  sam pling i s  u s u a l ly  n o t found in  f i e l d  s tu d ­
ie s  which a re  more concerned  w ith  th e  p ro c e ss  under i n v e s t i ­
g a tio n  th an  w ith  th e  re p re s e n ta tiv e n e s s  o f  a  l a r g e r  popula­
t io n .  The f i e l d  experim ent i s  d is t in g u is h e d  from th e  f i e l d  
study  by a c tu a l  m an ip u la tio n s  o f  c o n d it io n s .
S ince th e  in v e s t ig a t io n  was in te r e s te d  in  th e  re p re ­
s e n ta t iv e n e s s  o f  th e  p o p u la tio n  o r  u n iv e rs e  (new c a r  buyers 
in  Oklahoma C ity ) and s in c e  a ttem p ts  a t  m an ip u la tio n  would 
have d e fe a te d  th e  p u rposes o f  th e  s tu d y , a  f i e l d  survey was 
chosen. There a re  fo u r  ty p es  o f  f i e l d  su rv ey s p o s s ib le :
(1) th e  unw eighted c ro s s - s e c t io n ,  (2) th e  w eighted  c ro s s -  
s e c tio n , (3) c o n tr a s t in g  sam ples, and (4-) su c c e ss iv e  c ro s s -  
s e c t io n s .
The unw eighted c ro s s - s e c t io n  i s  used  when i t  i s  de­
s i r e d  to  determ ine th e  c h a r a c t e r i s t i c s  o f  th e  p o p u la tio n  a t  
a g iven  p o in t in  tim e . W ith th e  unw eighted c ro s s - s e c t io n ,  
i t  i s  a lso  p o s s ib le  to  compare sample d a ta  w ith in  th e  su r ­
vey. The w eighted  c ro s s - s e c t io n  i s  used  when some group in  
the  d e s ig n a ted  u n iv e rs e  has some s p e c ia l  im portance f o r  th e  
o b je c tiv e  o f  th e  su rv ey , but t h i s  group i s  a  r e l a t i v e l y  sm all 
f r a c t io n  o f  the  t o t a l  p o p u la tio n . C o n tra s tin g  sam ples a re
^ ^ I b id . ,  p. 99.
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used  when suh -g roups c o n tr a s t  in  th e  v a r ia b le  most im portan t 
in  th e  su rvey . F in a l ly ,  su ccess iv e  c ro s s - s e c t io n s  a re  used 
when m easurem ents a re  re q u ire d  a t  su c c e ss iv e  p o in ts  in  tim e. 
S uccessive  c r o s s - s e c t io n s  a re  o ften  in  th e  form  o f a  "befo re  
and a f te r "  t e s t  when some im portan t occu rren ce  has happened 
th a t  may change o th e r  measurements in  th e  s tu d y .
Because o f  th e  n a tu re  o f  th e  in fo rm a tio n  d e s ire d  in  
t h i s  in v e s t ig a t io n ,  th e  sample design  chosen was th a t  o f  th e  
unw eighted c ro s s - s e c t io n .  T h is sample d esig n  was chosen be­
cause i t  makes p o s s ib le  comparison o f  subgroups w ith in  the  
sample and because th e  a c t  o f  p u rchasing  a  au tom obile  does 
n o t seem to  a f f e c t  to  any ex ten t th e  v a lu es  o f  th e  m easure­
ments o f  th e  s o u g h t- a f te r  v a r ia b le s .
To conduct t h i s  in v e s t ig a t io n ,  a  s t a t i s t i c a l  proba­
b i l i t y  sample o f  1968 new c a r  buyers in  th e  g r e a te r  Oklahoma 
C ity  a re a  was drawn. The sample drawn was to  be o f  s u f f i ­
c ie n t  s iz e  to  g ive  a  confidence  c o e f f ic ie n t  o f  955̂  w ith  con­
fid e n c e  in te r v a l s  o f  p lu s  o r minus 5 ^ . The c o r r e c t  sample 
s iz e  was determ ined  to  be 104.^^ The sample proved to  be 
re p re s e n ta t iv e  o f  th e  p o p u la tio n  a t  th e  .05 l e v e l  o f  s ig n i f ­
ic a n c e .^ ^  Thus, in fe re n c e s  concern ing  th e  p o p u la tio n  (new 
c a r  buyers in  th e  g r e a te r  Oklahoma C ity  a re a )  may be drawn 
from th e  sam ple.
^^Por th e  d e te rm in a tio n  o f th e  sample s iz e ,  see  Chap­
t e r  Two, page.: 13 .
^ ^ o r  th e  r e p re s e n ta t iv e n e s s  o f  th e  sam ple, see  Chap­
t e r  Two, pages 19 -21 .
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A com bination o f m ail q u e s tio n n a ire s  and p e rso n a l 
in te rv ie w s  were used in  th e  survey in  o rder to  u t i l i z e  th e  
advan tages o f  both  m ethods, w h ile  e lim in a tin g  th e  d isadvan­
ta g e s  o f  bo th  m e t h o d s . I n  a d d it io n ,  each responden t was 
g iven  th e  Edwards P e r s o n a l i ty  P r o f i l e .  T his p e rs o n a l i ty  
p r o f i l e  was used  because i t  had been p rev io u s ly  used in  t e s t ­
in g  autom obile owners and i s  easy to  a d m in is te r  and to  g rade ,
Once th e  r e s u l t s  o f th e  suhvey had been c o l le c te d ,  
ta b u la te d ,  and analyzed , fo llow -up  in te rv ie w s  were conducted 
w ith  th e  in f lu e n t  i a l s  o r  o p in io n  le a d e r s .  The purpose o f  
th e s e  in te rv ie w s  was to  le a rn  t h e i r  m ajor sources o f  in f o r ­
m ation as w e ll as  to  v a lid a te  t h e i r  s ta tu s  a s  in f lu e n t  i a l s  
o r  o p in ion  le a d e r s .
S tandard  s t a t i s t i c a l  t e s t s  o f  s ig n if ic a n c e  were used  
to  t e s t  f o r  s ig n i f ic a n t  d if fe re n c e s  between th e  v a lu es o f  
th e  v a r ia b le s .  I f  th e  valueh o f  th e  v a r ia b le s  were found to  
be s ig n i f i c a n t ly  d i f f e r e n t  a t  th e  .05 le v e l  o f  s ig n i f ic a n c e ,  
th e  v a r ia b le s  were co n sid ered  d i f f e r e n t  fo r  th e  purposes of 
th e  in v e s t ig a t io n .
^^Por a  d isc u ss io n  on th e  advantages and d isad v an tag es  
o f  bo th  m ethods: see , R obert P e rb e r , Market R esearch (New
York: McGraw-Hill, 194-9), pp . 2 3 7 -4 7 .
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In tro d u c tio n
T his c h a p te r  i s  an expansion o f  th e  se c tio n  on meth­
odology in  C hapter I  and p re se n ts  th e  methodology used in  
an a ly z in g  th e  d a ta  in  t h i s  d i s s e r t a t io n .  The d isc u ss io n  of 
methodology i s  d iv id e d  in to  th re e  s e c t io n s :  (1) th e  sample
s e le c t io n  o f  th e  re sp o n d en ts ; (2) s t a t i s t i c a l  tech n iq u es  
used in  a n a ly z in g  th e  d a ta ; and (3) th e  r e p re s e n ta t iv e n e s s  
o f  th e  sam ple. Subsequent ch ap te rs  c o n ta in  in fo rm a tio n  con­
ce rn in g  th e  developm ent o f  a  model f o r  new c a r  buyer be­
h a v io r , th e  r e s u l t s  o f  th e  survey as a p p lie d  to  th e  concep­
tu a l  model, and th e  development o f  th e  new c a r  buyer behav io r 
model as i t  has evolved from th e  r e s u l t s  o f  t h i s  s tu d y .
Sample S e le c tio n  o f  the  Respondents
A sea rch  rev e a le d  th a t  ap p a ren tly  th e re  was a lm ost a 
t o t a l  la c k  o f  q u a n t i ta t iv e  in fo rm atio n  concern ing  new c a r  
buyers o f th e  g re a te r  Oklahoma C ity  A rea. Because o f  t h i s  
seeming la c k  o f in fo rm a tio n , a  p re lim in a ry  sample was taken  
to  o b ta in  some e s tim a te s  o f th e  c h a r a c t e r i s t i c s  o f  th e  pop­
u la t io n  o f new c a r  buyers; th e se  e s tim ated  c h a r a c te r i s t i c s  
were then  used  a s  a  b a s is  f o r  computing th e  sample s iz e  fo r
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th e  in v e s t ig a t io n .^
T}?he p re lim in a ry  sample c o n s is te d  o f  200 new c a r  buy­
e rs  in  1967. The sample was drawn from th e  29 volumes o f 
th e  Oklahoma County R e g is tra tio n  f i l e s .  The p re lim in a ry  
sample re v e a le d  th a t  86.1 p e rcen t o f  th e  1967 new c a r  buyers
purchased c a rs  m anufactured by th e  "b ig  th ree"  au tom obile
2
m anufactu rers in  th e  U nited S ta te s .
The sample c h a r a c te r i s t i c  from th e  p re lim in a ry  sample 
(8 6 .1  p e rc en t)  was used to  compute th e  sample s iz e  fo r  th e  
s tu d y . The sample s iz e  fo r  th e  study  was found to  be 184- 
resp o n d en ts  w ith  a con fidence  c o e f f i c i e n t  o f 95 p e rc e n t and 
a con fidence  i n te r v a l  o f a  p lu s  o r  m inus 5 p e rc e n t. Thus, 
184 responden ts who purchased new c a r s  d u rin g  th e  1968 model 
y ear were drawn from th e  Oklahoma County Automobile R egis­
t r a t io n  re c o rd s .^
The Oklahoma County R e g is tr a t io n  reco rd s a re  d iv id ed  
in to  29 volumes by l ic e n s e  p re f ix  (XA th rough  XZ and YA 
th rough  YC). I'he responden ts were th e n  drawn a s  e q u a lly  as 
p o s s ib le  from th e  29 volum es.^ T h is  procedure le d  to  6 r e ­
spondents be ing  drawn from each o f  th e  29 volumes. However,
^R obert P e rb e r , M arket R esearch  (New York: HcG-raw-
H i l l ,  1949), pp. 184- 90.
P
Among new c a r  buyers l i v i n g  in  Oklahoma County.
^For th e  a c tu a l  com putation o f  sample s iz e  see th e  
T ech n ica l Appendix.
^The number I 84 d iv ided  by 29 y ie ld s  the  number 6 .3 4 . 
S ince t h i s  number i s  sm a lle r  th an  6 .5 , i t  was rounded dovm 
to  th e  number 6.
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t h i s  procedure  s e le c te d  on ly  174 re sp o n d en ts , le a v in g  10 
a d d it io n a l  resp o n d en ts  to  be s e le c te d . These 10 a d d i t io n a l  
responden ts were s e le c te d  from th e  10 volumes XA th ro u g h  XJ, 
w ith  one responden t taken  from each volume.
To avo id  th e  p o s s ib i l i ty  o f  tem poral b ia s ,  t h a t  i s ,  
th e  p o s s ib i l i t y  th a t  th e  new c a r  buyer who buys h is  c a r  a t  
th e  beg inn ing  o f th e  model y e a r  may d i f f e r  in  c h a r a c t e r i s t i c s  
from the  consumer who p u rch ases  h i s  c a r  l a t e  in  th e  model 
y e a r ,  th e  in te rv ie w s  were conducted among consumers who pur­
chased  t h e i r  c a r s  over an e igh t-m onth  p e rio d , w ith  23 r e ­
spondents be in g  s e le c te d  and in te rv iew ed  p e r  month f o r  th e  
p e rio d  o f March 1968 th rough  O ctober 1968. To a s su re  random 
s e le c t io n  o f th e  re sp o n d en ts , 29 s l i p s  of paper were p u t in to  
th e  j a r  re p re s e n tin g  th e  29 volumes o f the autom obile r e g i s ­
t r a t i o n  re c o rd s . Enough s l i p s  were drawn f o r  each month to  
s e l e c t  23 re sp o n d e n ts . As th e  number o f  responden ts  to  be 
tak en  from a c e r t a in  volume were s e le c te d  from th a t  volume, 
th e  s l i p  o f  p ap er re p re s e n tin g  th a t  volume was removed from 
th e  j a r .
S ev e ra l s l i p s  o f paper w ith  th e  volume d e s ig n a tio n  
on them were sometimes needed— e s p e c ia l ly  f o r  March and th e  
o th e r  e a r ly  month— sin c e  i t  was sometimes p o s s ib le  to  go 
th rough  a com plete volume w ithout o b ta in in g  th e  re q u ire d  
number o f  new c a r  owners to  be s e le c te d  from th a t  volume.
When the  re q u ire d  number cou ld  no t be o b ta in ed , th e  name o f  
th e  owner and th e  l ic e n s e  number o f  th e  autom obile were r e ­
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corded  to  a ss iire  th e re  would be no double s e le c t io n  when 
th a t  volume was ag a in  examined a t  a  l a t e r  d a te .
The p h y s ic a l s e le c t io n  o f  th e  responden ts from th e  
volumes o f  th e  autom obile r e g i s t r a t i o n  reco rd s  was accom­
p lis h e d  by o b ta in in g  the  d e s ig n a ted  volume and then  opening 
th a t  volume to  a random page. That page was th en  examined 
f o r  a  1968 c a r  owner; and i f  none was found on th a t  page, 
th e  n e x t page was then  exam ined. The volume co n tin u ed  to  
be examined in  t h i s  manner u n t i l  a  1968 c a r  owner was found. 
A utom obiles r e g is te r e d  to  companies o r  c o rp o ra tio n s  were ex­
c luded  from th e  survey «
A com bination o f  m a il q u e s tio n n a ire s  and p e rso n a l 
in te rv ie w s  was used to  c o l l e c t  th e  d a ta  f o r  th e  in v e s t ig a ­
t i o n .  At th e  beg inn ing  o f  each month, each o f  th e  23 s e le c ­
te d  resp o n d en ts  was m ailed  a  q u e s tio n n a ire  w ith  a s e l f -  
a d d re ssed  envelope en c lo se d . I f  th e  com pleted q u e s tio n n a ire  
had n o t been re tu rn e d  w ith in  a 10-day p e rio d , the  responden t 
was c o n ta c te d  by te lephone  and a d e f in i te  appointm ent was 
th en  made w ith  th a t  s e le c te d  resp o n d en t. In  the  even t th a t  
th e  responden t d id  n o t have a te lephone o r had a p r iv a te ly  
l i s t e d  te lep h o n e , a p e rso n a l v i s i t  was made to  th e  respond­
e n t to  o b ta in  an appointm ent o r  to  complete th e  q u e s tio n ­
n a i r e  d u rin g  th a t  v i s i t ,  i f  p o s s ib le .
I f  a  respondent r e fu s e d  to  com plete th e  q u e s tio n n a ire  
o r  th e  p re v io u s ly  s e le c te d  responden t could n o t be c o n ta c te d  
a f t e r  th re e  v i s i t s ,  a s u b s t i tu t e  respondent was s e le c te d
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from the  d e s ig n a ted  volumes fo r  th a t  m onth. S ince each 
s e le c te d  responden t in  f a c t  re p re se n ts  many new c a r  buyers, 
the  s u b s t i tu t io n  o f  one randomly s e le c te d  respondent f o r  
an o th e r randomly s e le c te d  respondent alw ays b rin g s  in  th e  
r i s k  o f b ia s  i f  the  c h a r a c t e r i s t i c s  of th e  responden ts who 
would no t com plete th e  in te rv ie w , o r  who could  no t be l o ­
c a te d , d i f f e r  from  th o se  who agree to p a r t i c ip a te  in  th e  in ­
v e s t ig a t io n .  T h is  b ia s  i s  p re se n t in  every f i e l d  survey
where some c f  th e  s e le c te d  respondents re fu s e  to  take p a r t  
in  the  survey o r  c a n 't  be lo c a te d . I f  th e  number o f re ­
fu s a ls  i s  l a r g e ,  th e  r e s u l t s  o f the  survey may be s e r io u s ly
b ia se d . However, r e f u s a l s  in  t h i s  p re sen t in v e s t ig a t io n  a re  
no t b e liev ed  to  p re s e n t a s e r io u s  problem s in c e  the  r e f u s a ls
amounted to  on ly  6 .5  p e rc en t o f th e  p rev io u s ly  s e le c te d  r e -  
5spondents.
S t a t i s t i c a l  Techniques
The s t a t i s t i c a l  tech n iq u es used to  g a in  in fo rm ation  
about a  p a re n t p o p u la tio n  from a s t a t i s t i c a l  sample depend 
g r e a t ly  on what type o f in fo rm ation  concern ing  th e  p a ren t 
p o pu la tion  i s  d e s ire d . In  the  p resen t in v e s t ig a t io n ,  one 
o b je c t was to  determ ine  tru e  d iffe re n c e s  between brand 
sw itch ing  buyer behav io r and brand lo y a l buyer beh av io r, as 
th a t  p a r t i c u la r  behav io r was re c a lle d  by th e  responden t. A
5
For a  d isc u s s io n  on non-response e r r o r  see L e s lie  
K ish , Survey Sampling (New York; John W iley & Sons, I n c . ,  
i 9 6 5 ) , - p p r n & ^ i '  -
17
s ta n d a rd  method f o r  t e s t i n g  f o r  t r u e  d iffe re n c e s  in  popula­
t io n  param eters from sample s t a t i s t i c s  i s  known a s  T e s ts  o f  
h y p o th e s is .^  In T es ts  o f  H ypothesis two hypotheses a re  
g e n e ra lly  s ta te d . The f i r s t ,  which i s  c a lle d  th e  n u l l  hy­
p o th e s is ,  i s  th a t  th e re  i s  r e a l ly  no d if fe re n c e  between th e  
two groups in  the  sample, and th e  observed d if fe re n c e  i s  due 
on ly  to  sampling e r r o r .  The second hypo thesis  i s  th e  a l t e r ­
n a te  h ypo thesis  and g e n e ra lly  s t a t e s  th a t  a t r u e  d if fe re n c e  
does e x is t  between the  p o p u la tio n  param eter: and th a t  th e  
d if fe re n c e  i s  no t due to  sam pling e r r o r .
T e s ts  of H ypothesis a re  conducted a t  some le v e l  o f  
s ig n if ic a n c e  or le v e l  o f  r i s k .  The le v e l  o f s ig n if ic a n c e  o r  
r i s k  i s  th e  p ro b a b il i ty  o f making a Type 1 e r ro r  which i s  
th e  p ro b a b il i ty  o f  r e je c t in g  a  h y p o th es is  when i t  i s  t r u e .
In  th e  p re se n t in v e s t ig a t io n  th e  chosen le v e l o f  s ig n if ic a n c e  
was .0 5 , a lthough  th e  v a r ia b le s  were a lso  te s te d  a t  th e  .01 
l e v e l  o f  s ig n if ic a n c e  to  see i f  they  could meet t h i s  more 
r ig o ro u s  le v e l  o f  s ig n if ic a n c e . In  a l l  cases th e  sample 
s t a t i s t i c s  were n o t accep ted  as be in g  d if f e r e n t  i f  th e s e  
d if fe re n c e s  could occur p u re ly  by chance more than  f iv e  p e r­
c e n t o f th e  tim e.
In  th i s  in v e s t ig a t io n  an a ttem p t was made to  a s s o c i­
a te  the  reasons th a t  th e  re sp o n d en ts  bought t h e i r  new c a r
Por a d isc u ss io n  on T e s ts  o f  H ypothesis see R obert 
D. Mason, S t a t i s t i c a l  Techniques in  Business and Economics 
( Homewood, 111.: R ichard D. Irwin, In c., 1970), pp. 219-46.
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w ith  brand lo y a l  b eh av io r o r  brand sw itc h in g  b eh av io r.
S ince brand sw itc h in g  behav io r o r  brand lo y a l  b eh av io r i s  a 
dichotomous d iv is io n ,  and s in ce  th e  r a t in g  s c a le s  fo r  the 
im portance o f  th e  rea so n  were from one to  f iv e ,  th e  s.-mpling 
d i s t r ib u t io n s  d id  n o t f i t  th e  normal p r o b a b i l i ty  cu rv e . T h is 
co n d itio n  n e c e s s i ta te d  th e  use  o f  nonparam etric  o r  d is t r ib u ­
t io n  fre e  s t a t i s t i c a l  m ethods. The nonparam etric  method 
chosen was th e  Spearman Rho rank c o r r e la t io n  t e s t -
The Spearman Rho rank  c o r r e la t io n  c o e f f i c i e n t  can 
range between a +1 and a -1 ,  in d ic a t in g  a p e r f e c t ly  p o s i t iv e  
o r p e r f e c t ly  n e g a tiv e  r e la t io n s h ip ,  w hile  a  ran k  c o r r e la t io n  
c o e f f ic ie n t  o f  n e a r  zero  would in d ic a te  a very  low r e la t io n ­
sh ip  between th e  ran k in g s  o f  the two v a r ia b le s .  The m ajor 
drawback o f  nonparam etric  s t a t i s t i c s  i s  th a t  u n l ik e  th e  
c o r r e la t io n  c o e f f ic ie n t  o f  p a ram etric  s t a t i s t i c s ,  i t  i s  no t 
p o ss ib le  to  square  th e  ran k  c o r r e la t io n  c o e f f i c i e n t  and ob­
t a in  th e  c o e f f i c i e n t  o f  d e te rm in a tio n . In  th e  case  o f  the  
Spearman Rho c o r r e la t io n  c o e f f ic ie n t ,  th e  c o e f f i c i e n t  is  
te s te d  to  see  i f  th e  c o e f f ic ie n t  i s  s i g n i f i c a n t ly  d i f f e r e n t  
from zero a t  some le v e l  o f s ig n if ic a n c e .  In  th e  case  o f th e  
p re sen t s tu d y , th e  v a r ia b le s  were accep ted  a s  r e la te d  i f  th e  
c o r r e la t io n  c o e f f ic ie n t  was s ig n i f ic a n t ly  d i f f e r e n t  from 
zero  a t  th e  95^ le v e l  of s ig n if ic a n c e , o r  some h ig h e r  le v e l  
o f s ig n if ic a n c e .
F in a l ly ,  to  see  i f  th e re  were some r e l a t i o n  among 
p re se n t income, income e x p e c ta tio n s , ag e , m a r i ta l  s t a tu s .
19
and o ccu p a tio n , m u ltip le  c o r r e la t io n  and re g re s s io n  a n a ly s is  
was u sed . S ince i t  i s  im p ra c tic a l  to  do m u ltip le  c o r r e la t io n  
and re g re s s io n  a n a ly s is  by hand when th e re  a re  more than
7
th re e  independent v a r ia b le s ,  th e  I.B.M . 1130 S c ie n t i f i c  
S ubrou tine  Package was u sed . The su b ro u tin e  th a t  was used 
was e n t i t l e d  MULTR.
R e p re se n ta tiv en e ss  o f  th e  Sample
The s ta n d a rd  method o f  t e s t i n g  th e  r e p re s e n ta t iv e n e s s  
o f a sample i s  to  compare a  sample s t a t i s t i c  w ith  a  known
Q
p o p u la tio n  param eter and t e s t  fo r  a  s ig n i f ic a n t  d i f f e r e n c e .  
However, in  t h i s  in v e s t ig a t io n ,  th e  p o p u la tio n  p a ram ete rs  o f 
th e  Oklahoma C ity  new c a r  buyers were n o t known. S ince  t h i s  
was th e  case , th e  sample s t a t i s t i c s  from th e  p re s e n t  study 
were compared w ith  sample s t a t i s t i c s  from two o th e r  s tu d ie s .  
One o f  th e  s tu d ie s  was a survey  o f 1963 c a r  buyers conducted 
in  1964 by the  a u th o r  o f  t h i s  d i s s e r ta t io n .  Because th e  su r­
vey was no t tak en  s p e c i f i c a l ly  w ith  only new c a r  b u y e rs , some 
b ia s  may e x is t  in  th e se  sample s t a t i s t i c s .  However, t h i s  
b ia s  should  be sm all s in c e  th e  survey was conducted  in  1964 
and d e a l t  only w ith  1963 c a r  b u y ers . In  th e  1964 s tu d y , th e  
average  le n g th  o f ownership was found to  be 2.94 y e a r s ,  w ith  
con fidence  l im i t s  o f  1 ,04  y e a rs  to  4 .48 y e a rs  a t  th e  95^ 
le v e l  o f con fidence .
7%bid. ,  p. 382.
^P erb er, O^. C i t . , p . IO8.
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The o th e r  sample s t a t i s t i c  was o b ta in e d  from th e  Con­
t in u in g  A udit f o r  th e  Oklahoma P u b lish in g  Company conducted 
by th e  B u sin ess  R esearch C enter o f  Oklahoma C ity  U n iv e rs ity . 
To determ ine  th e  accuracy  o f  th e  C on tinu ing  A udit, a popula­
t io n  c h a r a c t e r i s t i c  o f  Negroes in  Oklahoma C ity , taken  from 
the  1970 Census o f G eneral P o p u la tio n  C h a r a c te r is t i c s ,  was 
compared w ith  th a t  same f ig u re  o b ta in ed  from the  C ontinuing 
A udit. The 1970 Census reco rded  th a t  13.69# o f Oklahoma 
C i ty 's  p o p u la tio n  were N egroes, w hile  th e  percen tage  from 
th e  C on tinu ing  A udit was 13#» U sing T e s ts  o f  H ypothesis to  
t e s t  f o r  a s ig n if ic a n c e  d if fe re n c e  between th e  two f ig u re s ,  
a  z sco re  o f  .9478 i s  o b ta in ed . T h is  z sco re  i s  much le a s  
than  th e  z sco re  o f 1 .9 6 , which would be re q u ire d  fo r  a s ig ­
n i f i c a n t  d if f e r e n c e  a t  the  95# le v e l  o f  c o n fid en ce . Thus, 
th e  n u l l  h y p o th es is  th a t  th e re  i s  no s ig n i f ic a n t  d if fe re n c e  
i s  a cc e p te d , and th e  a u d it i s  assumed to  be re p re s e n ta t iv e  
o f Oklahoma C i ty 's  p o p u la tio n .
In  th e  C ontinu ing  A u d it 's  p r o f i le  o f  1968 new c a r 
owners, th e  mean fam ily  income was found to  be $7 ,593 .34 .
The mean fam ily  income of new c a r  buyers in  t h i s  in v e s tig a ­
t io n  was found to  be $8 ,301 .17 . U sing T e s ts  o f H ypothesis 
y ie ld s  a  2 sco re  o f 1 .0 5 , which i s  l e s s  th a n  th e  re q u ire d  z 
score  o f  1 .9 6 , and again  the n u l l  h y p o th e s is  th a t  th e re  i s  
no s ig n i f i c a n t  d if fe re n c e  between th e  1968 new c a r  buyers o f 
th e  two s tu d ie s  i s  accep ted .
R e tu rn in g  to  th e  p rev io u s ly  m entioned 1964 study in
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com paring th i s  study to  th e  p re s e n t  in v e s tig a t io n  of th e  
la b o r  s t a t i s t i c s  wage in d ex , th e  U nited  S ta te s  Bureau of 
L abor S t a t i s t i c s  wage index  fo r  Oklahoma C ity  showed a  16* 
in c re a s e  from 1964 to  1 9 6 8 .^ A d ju stin g  th e  mean income o f  
th e  1964 responden ts o f  $8 ,058 .00  to  th e  1968 le v e l ,  th e  
a d ju s te d  mean income becomes $ 9 ,3 4 7 .2 8 . Again, using T es ts  
o f  H ypothesis to  compare t h i s  a d ju s te d  income o f  19,347.28 
to  th e  mean income o f th e  resp o n d en ts  o f  t h i s  p resen t study 
($ 8 ,3 0 1 .1 7 ) , th e  r e s u l t i n g  z sco re  i s  1 .2 3 . Again the  z 
sc o re  i s  no t la rg e  enough to  a cc ep t th e  a l t e r n a te  h y p o th esis , 
so th e  n u l l  h y p o th es is  t h a t  no s ig n i f ic a n t  d iffe ren c e  e x is ts  
between th e  two sam ples i s  accep ted .
Thus, based upon t e s t s  a g a in s t  th e  same c h a r a c te r i s t i c  
in  th re e  se p a ra te  sam ples, th e  sample in  th e  p resen t in v e s t i ­
g a tio n  i s  presumed to  be r e p r e s e n ta t iv e  o f the  popu la tion  
from which i t  was drawn. The t e s t s  could  have been more con­
c lu s iv e  i f  th e  p o p u la tio n  param eters o f th e  1968 new c a r  buy­
e rs  were known. However, s in c e  no s ig n i f ic a n t  d if fe re n c e s  
could  be found when u s in g  T e s ts  o f  H ypo thesis, i t  is  h ig h ly  
u n l ik e ly  th a t  th e  p re s e n t sample i s  n o t r e p re s e n ta t iv e  o f  
th e  p o p u la tio n .
% .S . Departm ent o f  L abor, Bureau o f  L abor S t a t i s t i c s ,  
Handbook o f  Labor S t a t i s t i c s .  1970 (W ashington, L. C .: U .S.
(Government P r in t in g  O ff ic e , 1$ 7 1 ), p . 219»
^^Por the  a c tu a l  c a lc u la t io n s  o f  th e  re p re se n ta tiv e n e s s  
o f th e  sample see the  T ech n ica l Appendix.
CiUPTEfî I I I
PROPOSED VAR i  ALLES 0 Ï  AUTOMOBILE COW SUMPTION 
In tro d u c tio n
Much o f th e  work th a t  has been done in  th e  f i e l d  o f 
consumer b eh av io r and autom obile consum ption came about as 
a r e s u l t  o f  m o tiv a tio n a l re s e a rc h  and th e  a tte m p ts  to  t i e  
consumer p e r s o n a l i ty  ty p es  to  brand images o f  p ro d u c ts .^  
S erious s tu d e n ts  o f  m arke ting  questioned  th e  e a r ly  motiva­
t io n a l  re s e a rc h  r e p o r ts  because v i r t u a l l y  none o f  th e  e a r ly  
re p o r ts  gave th e  a c tu a l  d a ta  c o lle c te d , bu t in s te a d  rep o rte d  
only th e  c o n c lu s io n s  o f  th e  re se a rc h e rs  in  q u e s tio n . In  
a d d it io n , in te r p r e ta t io n s  o f  the  m o tiv a tio n a l re s e a rc h  re ­
s u l t s  were sometimes open to  qu estio n  because o f  th e  small 
sam ples in v o lv ed .
A ttem pts to  t i e  th e  consumer ty p es  to  brand images 
f a i l e d  in  th e  c a se  o f autom obiles when more s e r io u s  r e ­
se a rc h e rs  t r i e d  to  f in d  an a s s o c ia t io n . For t h i s  reason , 
o th e r  re s e a rc h  f in d in g s  n o t d i r e c t ly  t i e d  to  m o tiv a tio n a l 
re s e a rc h , bu t w hich may be p e r t in e n t to  th e  d e te rm in a tio n  
o f some o f  th e  v a r ia b le s  o f  new c a r  consum ption, w i l l  be
^Ralph A, W e s tfa ll ,  "P sycho log ica l F a c to rs  in  P re­
d ic t in g  Brand C ho ice ,"  Jo u rn a l o f  M arketing , XXVI (A p ril 




examined. S ince th e se  re sea rch  f in d in g s  concern ing  a u to ­
m obiles probably  a re  no t s u f f ic ie n t  to  determ ine many o f th e  
v a r ia b le s  o f au tom obile  consumption, s e v e ra l  models o f  gen­
e r a l  consumer consum ption w il l  be examined to  len d  more in ­
s ig h t  in to  th e  consum er's consumption o f  new c a r s .
As a r e s u l t  o f  in v e s tig a t in g  th e  f in d in g s  concern ing  
autom obile consum ption and by draw ing in fe re n c e s  from se v e ra l 
g e n e ra l models o f  consumer consum ption, th e  hypo thesized  
v a r ia b le s  o f new c a r  buyer consumption w i l l  be p re se n te d .
In  th e  subsequent c h a p te r , th e  r e s u l t s  o f th e  f i e l d  in v e s t i ­
g a tio n  w i l l  be t e s te d  a g a in s t  the  h y p o th esized  v a r ia b le s  to  
determ ine what m o d if ic a tio n s  might be needed .
Automobile Consumer B ehavior
In  beg inn ing  development o f  h y p o th esized  v a r ia b le s  
e x p la in in g  new c a r  pu rchasing  behav io r, i t  should  be r e a l ­
ized  th a t  th e  autom obile  i s  much more to  th e  average consumer 
than  a  means o f  t r a n s p o r ta t io n .  I f  th e  c a r  were on ly  a means 
o f t r a n s p o r ta t io n ,  th e  American consumer would more th an  
l ik e ly  buy h is  c a r  on th e  b a s is  o f  e n g in e e rin g  r a t h e r  than  
on th e  b a s is  o f  s ty l in g .  However, a s  th e  au tom otive com­
p an ie s  have le a rn e d , i t  i s  th e  s ty l in g  th a t  la r g e ly  s e l l s  
the  au tom obile , and n o t th e  eng ineering  q u a l i t i e s  in h e re n t 
in  th e  au tom ob ile .^
David Riesman and E ric  L arrab ee , "Autos in  A m erica," 
Consumer B ehavior; R esearch on Consumer R e a c tio n s , ed . 
L in co ln  H. C lark  (Hew fo rk ; Ë a i^e r and B ro th e rs , 1958), pp. 
69-92.
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A d d itio n a l r e s e a rc h  f in d in g s  suggest t h a t  consumers 
p la n  th e  purchase o f an autom obile somewhat in  advance o f  
th e  a c tu a l  a c t  o f  buying a  c a r .  In  a  stu d y  conducted  by an 
autom obile company, a  thousand  (questionnaires to  a  n a tio n ­
wide sample o f f a m ilie s  were d i s t r ib u te d .  As a  p a r t  o f th e  
q u e s tio n n a ire , th e  f a m ilie s  were asked to  r a t e  on a  c e n t i ­
grade therm om eter s c a le  th e  m agnitude o f  t h e i r  d e s ire  to  
purchase an au tom ob ile . A y e a r  l a t e r  th e s e  same fa m ilie s  
were aga in  c o n ta c te d . Both o f  th e  s e t s  o f  q u e s tio n n a ire s  
yyelded  a  t o t a l  o f  695 u sa b le  r e tu r n s .  The q u e s tio n n a ire s  
were th en  analyzed  in  term s o f  n e t v a le n c e s , which measured 
th e  m agnitude o f  d e s i re  f o r  an autom obile minus th e  magni­
tude  o f  r e s i s ta n c e  o f  in c u r r in g  th e  f in a n c ia l  c o s t  th a t  th e  
purchase o f  a  new c a r  would e n t a i l .  The t o t a l  n e t  range o f 
va lences o b ta in ed  was between -100 and +100. With th e  va­
le n c e s  d iv id ed  in to  f iv e  group ings, th e  c o r r e la t io n s  between 
each o f th e  f iv e  g roup ings and th e  subsequent pu rchase  o f  a t  
l e a s t  one autom obile was found to  be .985 + .0 2 3 .^  The 
fa m ilie s  in  Group 1 w ith  th e  h ig h es t p o s i t iv e  v a len ces r e ­
p o rted  th e  h ig h e s t pe rcen tag e  o f p u rchases; w h ile  th o se  in  
th e  nex t group showed a somewhat low er p e rcen tag e  o f  pur­
ch ases . T his t re n d  was t r u e  throughout th e  f iv e  g roup ings, 
w ith  each group ing  showing a low er p e rcen tag e  o f  purchase
Warren J .  B ilk ey , "Consumer B ehavior; D isbursem ents 
and W elfare ,"  S c ience  in  M arketing , ed . George S h u ltz  (New 
York; John Wiley and Sons, I n c . ,  1965), pp . 145-50.
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5
th a n  th e  group im m ediately  above i t .
In  a d d it io n  to  p la n n in g  th e  purchase o f  au to m o b ile s , 
th e re  i s  a lso  ev idence t h a t  c e r t a in  p e rs o n a l i ty  ty p e s  buy 
c e r t a in  ty p e s  o f  au to m o b ile s . W e s tfa ll^  found t h a t  con­
sumers who pu rchase  c o n v e r t ib le s  a re  more a c t iv e ,  v ig o ro u s, 
im p u lsiv e , dom inant, and s o c ia b le  than  owners o f  compact 
c a r s  o r  sed an s , a s  m easured by th e  T hurston  Temperament T es t. 
However, W e s tfa ll  found t h a t  th e  ty p e  o f  au tom obile  th a t  a 
pe rson  would pu rchase  c o u ld  n o t be a c c u ra te ly  p re d ic te d  ju s t  
because he p o ssessed  th e s e  p a r t i c u l a r  t r a i t s .
W hile th e r e  i s  some evidence th a t  consum ers d i f f e r  in  
p e rs o n a l i ty  s t r u c tu r e  and th e  ty p e  o f  au tom obile  th e y  pur­
ch ase , th e re  i s  a p p a re n tly  no c e r t a in  p e r s o n a l i ty  ty p e  th a t  
pu rchases a  s p e c i f ic  b rand  o f  au tom obile . In  h i s  s tudy  o f  
th e  p e rs o n a l i ty  t r a i t s  o f  Pord and C hev ro le t ow ners, Evans 
cou ld  f in d  no s ig n i f i c a n t  p e rs o n a l i ty  d i f f e r e n c e s  between
7
owners o f  Pord and C h ev ro le t c a r s . ' However, a d d i t io n a l  
a n a ly s is  o f  th e  d a ta  g a th e re d  in  th a t  su rvey  d id  show s ig ­
n i f ic a n t  d if f e r e n c e s  betw een consumers who d id  n o t  shop fo r  
t h e i r  au tom obiles (consum ers who v is i te d  on ly  one d e a le r
^I b i d . , p . 146.
^Balph A. W e s tfa l l ,  "P sy ch o lo g ica l Fact o r s  in  P re ­
d ic t in g  Brand C hoice ,"  Jo u rn a l o f  M arketing . XX7I (A p r il  
1962), pp. 24-40.
^ F ra n k lin  B. Evans, "P sy ch o lo g ica l and O b je c tiv e  
F a c to rs  in  th e  P re d ic t io n  o f  Brand Choice; Ford v e rsu s  
C h e v ro le t,"  Jo u rn a l o f B u s in e ss , H X II (O ctober 1959)» pp . 
363-79.
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p r io r  to  th e  pu rchase  o f  an autom obile) and consumers who 
shopped fo r  t h e i r  c a rs  (consum ers who v i s i t e d  d e a le r s  o f
Q
d i f f e r e n t  makes b e fo re  buying a  new c a r ) . Evans found th a t 
th e  g r e a te s t  d if f e re n c e  between consumers who shopped f o r  
t h e i r  c a rs  and consumers who d id  n o t shop f o r  t h e i r  c a r s  was 
t h e i r  need f o r  change. Shoppers had a  need  ran k  o f  3 f o r  
change w h ile  th e  nonshoppers ranked th e  need f o r  change as 
7 . In  th e  need f o r  de fe rence—th e  need to  f in d  o u t what 
o th e rs  th in k ,  to  accep t th e  le a d e rs h ip  o f  o th e rs — th e  shop­
p e rs  had a  need ran k  o f 8 w hile  th e  nonshoppers had a  rank­
ing  o f  4 . In  a d d i t io n ,  th e  shoppers ranked a g g re ss io n  and 
a f f i l i a t i o n  3 ran k s  h ig h e r th an  d id  th e  nonshoppers; w hile  
th e  shoppers, on autonomy, ranked 3 ranks low er th a n  d id  the 
nonshoppers.
In  term s o f  v a r ia b le s  o th e r  th an  th e  p e r s o n a l i ty  
v a r ia b le s ,  Evans found t h a t  th e  shoppers were o ld e r ,  b e t t e r  
educa ted , went to  church more o f te n , and re n te d  t h e i r  houses. 
In  c o n t r a s t ,  th e  nonshoppers were younger, had more ch ild ren  
in  th e  home, had worked f o r  th e  same firm  fo r  a  lo n g e r  period  
o f  tim e , and had a  h ig h e r le v e l  o f  income. As Evans p o in ts  
o u t , th e  low er income o f th e  sh o w e rs  i s  su g g e s tiv e  o f  th e  
im portance o f  economic d e te rm in an ts  in  th e  b eh av io r o f  
shoppers.
Q
F ra n k lin  B. Evans, “C o rre la te s  o f  Autom obile Shopping 
B ehav io r."  J o u rn a l  o f  M arketing , XXVI (O ctober 1962), pp . 
74-77.
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A lthough th e  f in d in g s  p resen ted  th u s  f a r  a re  h e lp fu l  
in  de te rm in in g  th e  p ro b ab le  7£u*iables o f  new c a r  buyer be­
h a v io r , th ey  do n o t p re s e n t s u f f ic ie n t  in fo rm a tio n  to  d e te r ­
mine th e  v a r ia b le s  t h a t  may ex p la in  autom obile  consum ption. 
In  o rd e r  to  develop  f u r th e r  th e  autom obile consum ption v a r i ­
a b le s ,  i t  i s  p ro b ab ly  w ise to  examine some g e n e ra liz e d  
models o f  buyer b e h av io r.
The Models
K o tle r  l i s t s  f iv e  concep tua l b e h a v io ra l m odels, '•none
Q
o f  which f u l ly  e x p la in  a  consum er's buyer b e h a v io r ."  These 
f iv e  models a re  (1) th e  M arsh a llian  model, em phasizing eco­
nomic m o tiv a tio n s ; (2) th e  Pavlovian  m odel, u s in g  le a rn in g  
th eo ry  a s  i t s  b a se ; (3 ) th e  F reudian m odel, s t r e s s in g  psycho­
a n a ly t ic  m o tiv a tio n s ; (4) th e  Y eblenian m odel, which accen ts  
s o c ia l-p s y c h o lo g ic a l  f a c to r s ;  and (5) th e  Hobbesian m odel, 
which s t r e s s e s  o rg a n iz a t io n a l  buying p re s su re s  o f  th e  pu r­
chasing  a g e n t.
The M a rsh a llia n  economic model h e lp s  to  e x p la in  some 
o f  th e  rea so n s  a s  to  "why" people buy p ro d u c ts , bu t economic 
c o n s id e ra tio n s  a lo n e  seldom ex p la in  a l l  o f  th e  v a r ia b le s  In 
s a le s .  For exam ple, economic c o n s id e ra tio n s  ig no re  th e  
q u e s tio n  o f  how a consumer determ ines h is  p ro d u c t and brand
P h i l i p  K o t le r ,  "B ehav io ral Models f o r  A nalyzing 
B uyers," The ^ v iro n m e n t o f  M arketing B ehav io r, s d .  Robert 
J .  Hollway and R obert S. Sanoook (B w  York: John W iley &
Sons, I n c . ,  1969 ), pp . 71-80.
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p re fe re n c e s . The economic model does o f f e r  p a r t  o f  th e  
s o lu tio n  f o r  an a ly z in g  consumer buying b eh av io r.
The P a v o lv ia n  le a rn in g  model i s  today based on fo u r  
c e n t r a l  co n ce p ts ; d r iv e . resp o n se , and re in fo rce m en t.
T his model does n o t claim  to  provide a com plete th eo ry  o f  
b ehav io r; and such im portan t v a r ia b le s  as p e rc ep tio n , th e  
subconsc ious, and in te rp e r s o n a l  in flu en ce  do n o t seem to  r e ­
ce ive  adequa te  trea tm e n t in  th e  model. However, th e  model 
does o f f e r  m a rk e te rs  a  number o f  in s ig h ts  concern ing  some 
a sp e c ts  o f  consumer b eh av io r. The m ost prom inent use o f 
le a rn in g  th e o ry  in  models appears i n  th e  John A. Howard 
model and i t s  up d a te , The John Howard and Jag d ish  Sheth  
model. (B o th  o f th e se  models w ill  b e  d isc u sse d  l a t e r  in  t h i s  
c h a p te r .)
P erhaps th e  most im portan t c o n tr ib u t io n  th a t  th e  
Freudian  model makes i s  th a t  consumers a re  m otivated  by th e  
sym bolic a s p e c ts  o f  a p roduct a s  w ell a s  by th e  economic 
and fu n c t io n a l  a sp e c ts  o f  th e  same p ro d u c t. Thus, th e  ad­
d i t io n  o f  " r a c in g  s t r ip e s "  to  a  sp o rty  compact may he lp  s e l l  
th e  c a r ,  a lth o u g h  the  " ra c in g  s t r ip e s "  a re  n e i th e r  fu n c t io n a l  
n o r economic in  n a tu re , M o tiv a tio n a l re s e a rc h  has produced 
some i n t e r e s t i n g ,  and sometimes s t r ^ g e , conc lu sio n s a s  to  
what may be in  th e  ^ ^ e r ' s  mind concern ing  h i s  pu rch ases. 
However, m o tiv a tio n  re se a rc h  may lea d  to  some u se fu l in s ig h ts  
in  the  f i e l d s  o f  a d v e r t is in g  and packaging. Appeals aimed 
a t  the  b u y e r 's  s e c re t  d e s ir e s  and f e a r s  may be a s  eq u a lly
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e f f e c t iv e  as th e  more r a t i o n a l  a p p e a ls .
The V eblenian s o c ia l-p s y c h o lo g ic a l  model se e s  th e  
consumer as m ainly  a s o c ia l  b e in g . As t h i s  s o c ia l  b e in g , 
th e  consumer i s  su b je c t  to  in f lu e n c e  by se v e ra l  l a y e r s  o r  
l e v e l s ,  o f  s o c ia l  in f lu e n c e . These la y e r s  c o n s is t  o f h i s  
c u l tu r e ,  h is  s u b c u ltu re s ,  h i s  s o c ia l  c la s s  o r th e  s o c ia l  
c la s s  to  which he a s p i r e s  to  belong , h i s  re fe re n c e  g roups, 
h i s  membership g roups, and f i n a l ly  o th e r  in d iv id u a ls .  The 
c h a lle n g e  to  th e  r e s e a r c h e r  i s  to  determ ine which o f th e se  
s o c ia l  le v e ls  a re  more im p o rtan t in  in f lu e n c in g  h i s  demand 
f o r  a p a r t i c u la r  p ro d u c t.
The fo u r  p reced in g  models have been u sed  to  a ttem p t 
to  shed l i g h t  on the  b e h av io r  o f  in d iv id u a l  b u y e rs . However, 
th e  Hobbseian model a tte m p ts  to  ex p la in  th e  b eh av io r o f  th e  
o rg a n iz a tio n  buyer o r  p u rch asin g  a g e n t. I t  t r i e s  to  show 
th e  r e la t io n s h ip  betw een th e  b u y e r 's  p e rso n a l g o a ls  and th e  
g o a ls  o f th e  o rg a n iz a tio n  fo r  which he i s  p u rch asin g .
In  th e  a ttem p ted  development o f  some o f  th e  v a r ia b le s  
th a t  h e lp  e x p la in  th e  consum er's  autom obile buy ing  behav io r 
w ith  re fe re n c e  to  new c a r s ,  s e v e ra l  o f  th e  b e t t e r  known 
models o f  buyer b eh av io r were examined. These m odels w i l l  
be b r i e f ly  examined w ith  re fe re n c e  to  th e  v a r ia b le s  t h a t  
m ight he lp  e x p la in  th e  new c a r  consum er's buying b eh av io r.
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The John A. Howard Model
The f i r s t  in te g r a t iv e  model o f  buyer b eh av io r was 
p re sen te d  by John A. Howard in  h is  r e v is e d  M arketing  Man­
agement; A n a ly sis  and P lan n in g . I t  was t h i s  model th a t  
com prised a  base f o r  th e  i n i t i a l  in v e s t ig a t io n  a lth o u g h  
s e v e ra l  s o -c a l le d  exogenous v a r ia b le s  w ere added, such as  
re fe re n c e  g roups, f in a n c ia l  e x p e c ta tio n s , prim ary  g roups, 
and p e rs o n a l i ty  t r a i t s  th a t  were n o t in c lu d ed  in  th e  o r ig ­
in a l  Howard m odel. Howard u ses l e a r n in g  th eo ry  to  ex p la in  
consumer b e h a v io r . The Howard model b reak s  down le a rn in g  
th eo ry  b e h av io r in to  th re e  d i s t i n c t  p h a ses : e x te n s iv e  prob­
lem so lv in g , l im i te d  problem so lv in g , and au tom atic  response  
b eh av io r. E x ten siv e  problem s o lv in g  o c cu rs  when th e  consum­
e r  has l i t t l e  o r  no experience  w ith  th e  p ro d u c t. When th e  
consumer h as g a in ed  some experience  w ith  th e  p roduct and has 
moved f a r th e r  a lo n g  th e  le a rn in g  c u rv e , he moves in to  th e  
l im ite d  p ro b lem -so lv in g  phase. As th e  consumer has ceased  
to  le a r n  abou t th e  p roduct and has developed a  brand p r e f e r ­
ence, th e  consumer i s  in  the  au tom atic  response  b ehav io r 
phase.
In  H ow ard's model, behav io r b eg in s  w ith  a  f e l t  need 
th a t  i s  re p re s e n te d  by th e  endogenous v a r ia b le ,  " s t a te  o f  
g o a ls ."  The consumer then  re c e iv e s  a  t r ig g e r in g  cue which
^John A. Howard, M arketing Management; A na ly sis  and 
in g , re v . ed. (Homewood, l i l . ;  S ic h a rd J d . I rw in , 1963), 
pp. 33-
P lan n ,  
PT08.
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t e l l s  him th a t  some product a l t e r n a t iv e  w i l l  s a t i s f y  h i s  
f e l t  need . T h is t r ig g e r in g  cue a c t iv a te s  th e  endogenous 
v a r ia b le ,  a "cho ice  p rocess" which i s  very  much a f f e c te d  by 
an o th e r endogenous v a r ia b le  known as th e  " s t a t e  o f  p re d is ­
p o s itio n "  tow ard some p roduct. I f  th e  " s t a t e  o f  p red isp o ­
s i t io n "  i s  h ig h , as i t  i s  in  th e  au tom atic  resp o n se  b eh av io r 
phase, th e  p roduct i s  purchased; bu t i f  th e  " s t a t e  o f  p re ­
d is p o s it io n "  i s  low , a s  i t  i s  in  th e  case  in  th e  e x te n s iv e  
p rob lem -so lv ing  p h ase , an in fo rm atio n  se a rc h  i s  a c t iv i a te d  
from both  p e rso n a l and im personal so u rces .
The endogenous v a ria b le  " s t a te  o f  p re d is p o s i t io n "  i s  
a f fe c te d  by a n o th e r  endogenous v a r ia b le ,  " fav o ra b le n e ss  o f  
p o s t-d e c is io n  e v a lu a t io n ."  As a p roduct i s  purchased  and 
th e  consumer has a fav o ra b le  experience  w ith  th e  p ro d u c t, 
th e  g re a te r  i s  th e  p ro b a b i l i ty  th a t  th e  p roduct w i l l  aga in  
be purchased in  th e  fu tu r e ,  th u s s tre n g th e n in g  th e  consum er's 
p re d is p o s i t io n .
There i s  p e rc e p tu a l b ia s  p re se n t in  a l l  o f  th e  cues 
in  th e  Howard m odel. Thus, th e  way a consumer sees  o r  p e r­
c e iv e s  a c e r ta in  s t im u li  may be d i s to r te d  by h i s  a t t i t u d e s  
and h is  p sy c h o lo g ic a l c h a r a c te r i s t i c s .
F in a l ly ,  th e  Howard model has both  exogenous and 
endogenous v a r ia b le s .  There a re  seven exogenous v a r ia b le s  
in  th e  Howard model and th ese  v a r ia b le s  a re  p re se n t in  a l l  
th re e  phases o f  le a rn in g  beh av io r. The number o f  endogenous 
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behavior th a t  th e  consumer i s  in .  In  both  the  au tom atic  
response b ehav io r phase and th e  l im ite d  problem so lv in g  
phase th e  f iv e  endogenous v a ria b le s  p re se n t a re  (1) Choice 
P ro cess , (2) S ta te  o f  P re d is p o s i t io n , (3) S ta te  o f  G oals,
( 4) P e rc e p tu a l B ias , and (5) P avorab leness o f  P o s t-D e c is io n  
E v a lu a tio n . In  th e  e x te n s iv e  problem -so lv ing  phase o f th e  
m odel, th r e e  more endogenous v a ria b le s  a re  added. These 
th re e  v a r ia b le s  a re  (1 ) In form ation  Seeking Prom P e rso n a l 
Sources, (2) In fo rm a tio n  Seeking from Im personal Sources, 
and ( 3) The Search  For C la r i f ic a t io n  o f  A l te r n a t iv e s .  The 
ex ten siv e  p ro b lem -so lv in g  phase of th e  Howard model i s  p re ­
sen ted  in  F ig u re  1 on th e  fo llow ing  page.
The F rancesco M. N ic o s ia  Model*®
The l a t e r  N ic o s ia  model con ta in s more v a r ia b le s  and 
goes in to  more d e t a i l  th an  th e  e a r l ie r  Howard M odel. The 
N icosia  model has fo u r  b a sic  f i e ld s .  F ie ld  1 i s  from th e  
message sou rce  ( th e  f irm  sending  the ad v ertisem en t) to  th e  
consum er's a t t i t u d e  o r  p re d is p o s itio n . I t  i s  com prised o f 
two s u b f ie ld s .  S u b f ie ld  1 i s  comprised o f  th e  f i lm 's  a t t r i ­
bu tes which causes th e  firm  to  send a c e r t a in  ty p e  o f  mes­
sage v ia  a c e r t a in  channel to  a  c e r ta in  ty p e  o f  consumer. 
S u b fie ld  2 o f  F ie ld  1 i s  comprised o f  th e  consum er's a t t r i ­
b u te s . These a t t r i b u t e s  determ ine w hether th e  f i r m 's  message
F rancesco  K. N ic o s ia , Consumer D ecision  P ro cesse s  
(Englewood C l i f f s ,  New Je rse y ; P re n tic e -H a ll  I n c . ,  1966),
pp. 153- 91 .
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reach es  th e  consum er, and w hether th e  consumer p e rc e iv e s  
th e  message a s  th e  firm  in te n d ed .
I f  th e  consumer re c e iv e s  the  f i r m 's  message and a c t s  
on th e  m essage, th e  consumer may form an a t t i t u d e  tow ards 
th a t  p roduct which becomes th e  in p u t in to  F ie ld  2 . F ie ld  2 
re p re s e n ts  th e  consum er's s e a rc h  fo r  and e v a lu a tio n  o f  th e  
a d v e r t is e d  p roduct and o th e r  a l t e r n a t iv e  p roducts  a v a i la b le  
to  th e  consum er. The tra n s fo rm a tio n  o f th e  consum er's a t t i ­
tude to  a m o tiv a tio n  occu rs in  F ie ld  2. In  o th e r  w ords, th e  
ou tpu t from F ie ld  2 i s  a  m o tiv a tio n  to  buy o r n o t to  buy th e  
a d v e r t is e d  p ro d u c t. I f  th e  m o tiv a tio n  i s  to  buy th e  ad v er­
t i s e d  p ro d u c t, t h i s  se rv es  a s  th e  in p u t in to  F ie ld  3 which 
i s  h o p e fu lly  changed from a m o tiv a tio n  to  purchase to  th e  
a c tu a l  a c t  o f  pu rch ase . The a c t  o f  purchase i s  th e  in p u t 
in to  th e  F ie ld  4 , th a t  o f  th e  consum er's s to ra g e  and con­
sum ption o f th e  p ro d u c t. The a c t  o f purchase i s  fe d  back to  
S u b fie ld  1 o f  F ie ld  1 , w hile  th e  a c t  o f  s to ra g e  and consump­
t io n  i s  th e  feedback to  S u b fie ld  2 o f F ie ld  1 .
To somewhat s im p lify  th e  e x p la n a tio n , tak e  a  s i t u a t io n  
where on ly  two f a c to r s  a re  in  o p e ra tio n ; f i r s t ,  th e re  i s  a 
firm  th a t  can c o n tro l  th e  c o n te n t and tim in g  o f  i t s  ad v er­
t i s i n g  and i t s  p roduct d esign  and p r ic e ;  and second, th e r e  
i s  a consumer who i s  exposed to  no o th e r  s tim u lu s  except one 
o f th e  f i r m 's  m essages. The f i r m 's  message may o r  may n o t 
in f lu e n c e  th e  consumer; but in  e i th e r  c a se , th e  consum er's  
r e a c t io n  w i l l  in f lu e n c e  th e  f i r m 's  l a t e r  d e c is io n s  in  re g a rd
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to  i t s  fu tu re  m essages. The consum er's r e a c t io n  w i l l  a ls o  
in flu e n c e  th e  consumer h im se lf  to  th e  e x te n t th a t  th e  con­
sumer becomes a  d i f f e r e n t  pe rson . Thus, th e  model has two 
main c i r c u la r  flow s: f i r s t ,  from th e  f irm  to  th e  consumer
and th en  back to  th e  f irm  ( th e  f i r m 's  lo o p ) ;  and second, 
from th e  consum er's so c ia l-p sy c h o lo g ic a l  f i e l d  b e fo re  th e  
message to th e  consum er's r e a c t io n  to  th e  m essage, and th en  
back to  the  consum er's  s o c ia l-p s y c h o lo g ic a l  f i e l d .  T h is  
b r i e f  d e s c r ip t io n  f a i l s  to  ex p la in  r e a l l y  th e  N ic o s ia  model 
because each f i e l d  and s u b f ie ld  i s  p re se n te d  in  much more 
d e ta i l  than  i s  d e sc rib ed  h e re . N ic o s ia 's  model i s  im p o rtan t 
because he ta k e s  th e  t ro u b le  to  r e l a t e  a  g re a t  many re s e a rc h
f in d in g s  in to  h i s  m odel. A s im p lif ie d  model o f  th e  N ic o s ia
12model i s  p re se n te d  on th e  fo llo w in g  page.
The Engel, K o l la t ,  and B lackw ell Model^^
L ike  th e  N ico sia  m odel, th e  model proposed by E ngel, 
K o l la t ,  and B lackw ell d e p a r ts  from le a r n in g  th e o ry . The 
g en era l f e a tu re s  o f  th e  Engel and A s so c ia te s ' model a re  a 
c e n t r a l  c o n tro l u n i t  made up o f th e  consum er's p e r s o n a l i ty  
t r a i t s ,  h is  v a lu es  and a t t i t u d e s ,  and h i s  s to re d  in fo rm a tio n  
and p a s t  ex p e rien c e . I t  i s  t h i s  c e n t r a l  c o n tro l u n i t  t h a t  
does th e  th in k in g .
1?James P . E ngel, David T. K o l la t ,  and Roger D. B lack- 
w e ll,  Consumer B ehavior (New York; H o lt , R inehart and 
W inston, I n c . ,  1^68), p . 39.
^^E ngel, K o l la t ,  and B lackw ell, g i t . , pp . 40-54 .
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FIGURE 2 
A SIMPLIFIED NICOSIA MODEL
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Connected to  t h i s  c e n t r a l  c o n tro l  u n i t  by a s t a t e  of 
a ro u s a l  i s  a  s e t  o f  in p u ts .  The s t a t e  o f  a ro u sa l i s  needed 
to  tu rn  th e  system  on so th a t  b eh av io r can tak e  p la c e . The 
in p u ts  in to  th e  system  c o n s is t  o f  s o c ia l  and p h y sica l 
s t im u l i .  Once th e  system  i s  a c t iv e ,  th e  s t im u li  reach  th e  
c e n t r a l  c o n tro l u n i t  v ia  th e  f iv e  senso ry  recep to rs*  Since 
a  person  cannot co n sc io u s ly  pay a t t e n t io n  to  a l l  o f th e  stim ­
u l i  th a t  he re c e iv e s  d a i ly ,  th e  p ro c e ss  o f  p e rcep tio n  comes 
in to  th e  system . T h is  p ro cess  o f  p e rc e p tio n  allow s th e  
in d iv id u a l  to  be s e le c t iv e  and to  a t te n d  only to  re le v a n t 
s t im u l i  th a t  w i l l  h e lp  him reach  h is  g o a l. In  a d d itio n  to  
pay ing  a t t e n t io n  only  to  c e r ta in  s t im u l i ,  p e rcep tio n  a ls o  
a llo w s the  in d iv id u a l  to  d i s t o r t  c e r ta in  in c o n s is te n t  stim ­
u l i .  Thus in  t h i s  m odel, th e  in d iv id u a l  i s  c o n s ta n tly  com­
p a rin g  s t im u l i ,  d isc a rd in g  i r r e l e v a n t  s t im u l i ,  and d i s t o r t ­
in g  in c o n s is te n t  s t im u l i .
The outcome o f  t h i s  com parison i s  th a t  a c tio n  w i l l  
r e s u l t  i f  i t  i s  p o s s ib le  f o r  th e  person  to  a c t  and i f  he 
p e rc e iv e s  th a t  some change i s  n e ce ssa ry  in  o rd e r  to  improve 
th e  p re sen t s t a t e  o f  th e  system  to  r e s to r e  th e  ba lance , 
which was u p se t by th e  s t a t e  o f  a ro u s a l .  T his a c tio n  may 
c o n s is t  o f  a s e a rc h  f o r  a l t e r n a t iv e s ,  an ev a lu a tio n  o f  th e  
a l t e r n a t iv e s ,  and may f i n a l ly  r e s u l t  in  a  purchase . I f  the  
purchase i s  based  upon h a b it ,  th e  s te p s  o f  sea rch in g  f o r  and 
e v a lu a tin g  a l t e r n a t iv e s  w i l l  be e lim in a te d .
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A fte r  th e  purchase  has heen made, two a d d it io n a l  
a c tio n s  may tak e  p la c e ; f i r s t ,  i f  th e  consumer has some 
doubt about the  wisdom o f  th e  purchase , he may search  f o r  
a d d it io n a l  in fo rm a tio n  to  j u s t i f y  th e  purchase; and second, 
th e  purchase may change th e  consum er's c ircum stances enough 
to  se rv e  as a  s tim u lu s  f o r  a d d it io n a l  b eh av io r. A diagram  
o f th e  E ngel, K o l la t ,  and B lackw ell model i s  p resen ted  in  
F igu re  3 on the  fo llo w in g  page.
The Howard and Sheth Model^^
At t h i s  p o in t in  tim e , th e  l a t e s t  model to  ga in  
accep tance  among m ark e te rs  i s  th e  Howard and Sheth re v is io n  
o f  th e  e a r l i e r  Howard m odel. U nlike  the  e a r l i e r  Howard 
m odel, th e  Howard and Sheth  model does n o t r e ly  so h e a v ily  
on le a rn in g  th eo ry  but does s t i l l  r e ta in  th e  th re e  phases o f 
consumer buying b eh av io r. T h is i s  tru e  a lthough  the d e f i ­
n i t io n s  o f  th e  th re e  phases o f  buying behav io r a re  changed; 
and in  one c a se , th e  name o f  a phase of buying behav io r i s  
changed, (au tom atic  response  behav io r becomes a  ro u t in iz e d  
response  behav io r in  th e  l a t e r  m odel.)
The Howard and Sheth  model i s  a more s o p h is t ic a te d  
trea tm e n t o f buying b eh av io r; and w hile th e  l a t e r  model a ls o  
makes use  o f both endogenous and exogenous v a r ia b le s ,  th e
^^John A. Howard and Ja g d ish  N. S heth , The Theory o f 
Buyer B ehavior (New York: John W iley & Sons, I n c . ,  1969),
pp. —
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endogenous v a r ia b le s  a re  more numerous and complex. The 
endogenous v a r ia b le s  a re  d iv id e d  in to  types o f  v a r ia b le s  de­
pending upon th e  le v e l  o f  a b s t r a c t io n .  In  th e  f i r s t  o rd e r  
o f  a b s t r a c t io n  a re  the  in te rv e n in g  v a r ia b le s  th a t  a re  once 
removed from th e  o v e rt a c t .  These in te rv e n in g  v a r ia b le s  a re  
d iv id ed  in to  in p u t and o u tp u t v a r ia b le s  th a t  l in k  th e  hypo­
t h e t i c a l  c o n s tru c ts  to  th e  " r e a l  w orld ."  The h y p o th e tic a l  
c o n s tru c ts  a re  a  h igher o rd e r  o f  a b s tr a c t io n s  than  a re  th e  
in te rv e n in g  v a r ia b le s  and re p re s e n t th e  second s e t  o f  endo­
genous v a r ia b le s .
As th e  in te rv e n in g  v a r ia b le s  were d iv id ed  in to  two 
su b c la s se s , th e  h y p o th e tic a l c o n s tru c ts  a re  d iv id ed  in to  a  
le a rn in g  subsystem  and a  p e rc e p tu a l subsystem . The le a r n in g  
sybsystem  i s  th e  more complex o f  th e  two subsystem s and con­
t a in s  th e se  h y p o th e tic a l c o n s tru c ts :  brand com prehension,
m o tiv es, ch o ice  c r i t e r i a ,  a t t i t u d e ,  in te n t io n ,  c o n fid en ce , 
and s a t i s f a c t i o n .
The p e rc e p tu a l  subsystem  c o n ta in s  th e se  h y p o th e tic a l  
c o n s tru c ts :  a t t e n t io n ,  o v e rt sea rch , stim u lus am bigu ity ,
and p e rc e p tu a l  b ia s .  The p e rc e p tu a l subsystem  d i f f e r s  from 
th e  o th e r  elem ents in  th e  Howard and Sheth model in  t h a t  two 
o f  th e  c o n s tru c ts  in  the  p e rc e p tu a l subsystem  a re  p ro c e sse s  
r a th e r  th an  e n t i t i e s  as th e  o th e r  v a r ia b le s  in  the  model 
have been . These two v a r ia b le s  a re  p e rc e p tu a l b ia s  and 
o v e rt  se a rc h .
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The exogenous v a r ia b le s  a re  th e  l a s t  p a rt of th e  
Howard and Sheth  model to  be d isc u sse d . As in  the  o r ig in a l  
Howard m odel, th e  exogenous v a r ia b le s  a re  p re se n t in  a l l  
th re e  p h ases ; and a  change in  th e  exogenous v a r ia b le s  can 
a l t e r  th e  consum er's cou rse  o f  a c tio n  as he passes th rough  
th e  phases o f  le a rn in g  b e h a v io r . A d d itio n a lly , in  th e  
Howard and Sheth  m odel, th e  exogenous v a r ia b le s  a c t toward 
e r ro r  re d u c tio n . The exogenous v a r ia b le s — s o c ia l  c la s s ,  
c u l tu r e ,  f in a n c ia l  s t a tu s ,  and tim e p re s su re — have been r e ­
ta in e d  from th e  o r ig in a l  Howard m odel. Two new exogenous 
v a r ia b le s —p e rs o n a li ty  t r a i t s  and th e  s o c ia l  and o rgan isa^  
t io n a l  s e t t i n g —have been added to  th e  Howard and Sheth 
model, w h ile  th e  exogenous v a r ia b le s  o f  ease o f  p o s t-d e c is io n  
e v a lu a tio n  and s ta g e  in  l i f e  c y c le , which were p resen t in  th e  
o r ig in a l  Howard model, have been d e le te d  from th e  l a t e r  
Howard and Sheth  model.
To d e sc rib e  b r i e f ly  how th e  model works, the  consumer 
re c e iv e s  s ig n i f ic a n t  s t im u l i  from the  p h y s ic a l brand , sym­
b o lic  s t im u l i  from th e  d e s c r ip t io n  o f  th e  brand , and s o c ia l  
s t im u li  from the  consum er's f a c e - to - f a c e  r e la t io n s h ip s .
These th r e e  ty p es  o f  s t im u l i  a re  combined in to  what Howard 
and S heth  c a l l  a  s tim u lus d is p la y . The consum er's a t t e n t io n  
i s  degree  o f openness to  th e  s tim u lus d is p la y . I f  th e  con­
sumer i s  re c e p tiv e  to  th e  s tim u lu s  d is p la y , then  a l l  o r  
p a r ts  o f  the  stim u lus d is p la y  w i l l  e n te r  h i s  p e rcep tu a l sub­
system . These elem ents o f th e  s tim u lu s d isp la y  then e n te r
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in to  M s p e rc e p tu a l b ia s .  F in a l ly ,  th e  elem ents then  e n te r  
in to  th e  consum er's le a rn in g  subsystem . At t h i s  p o in t,  the 
consumer may re q u ire  more in fo rm a tio n  and engage in  an o v e rt 
sea rch  fo r  t h i s  in fo rm a tio n .
Depending upon th e  phase o f  le a rn in g  behav io r th a t  
th e  consumer i s  in ,  e n tra n ce  o f  th e  s tim u lu s  d isp la y  can re ­
s u l t  in  immediate pu rchase ; o r  th e  consumer may envoive a l l  
o f  th e  v a r ia b le s  in  th e  le a rn in g  subsystem  and tak e  c o n s id e r­
a b le  tim e in  d ec id in g  to  pu rchase  o r  n o t to  pu rchase .
A diagram o f th e  Howard and Sheth  model i s  p resen ted  
in  F igu re  4 on th e  fo llo w in g  page. Because o f  l im i ta t io n s  
o f  space , th e  exogenous v a r ia b le s  a re  n o t  in c lu d ed  in  th e  
diagram .
Proposed V ariab les  o f  Autom obile Consumption
The m odels th u s  f a r  p re se n te d  a r e ,  in  t h i s  w r i t e r 's  
o p in io n , s im p lif ic a tio n s  o f  a c tu a l  consumer buying behav io r, 
a s  i s  any m odel. T h is  w r i te r  has s e r io u s  doubts th a t  any 
one model can e x p la in  a  consum er's b eh av io r when he i s  pur­
ch asin g  convenience, shopping, s p e c ia l ty ,  and unsought goods. 
Indeed , to  a ttem p t to  b u i ld  a  model to  e x p la in  consumer buy­
ing  b ehav io r in  th e  purchase o f  j u s t  one good, new c a r s ,  may 
be an u n d e rtak in g  th a t  i s  too  am b itio u s . N e v e rth e le ss , in  
o rd e r  to  study  in te rp e r s o n a l  in f lu e n c e  in  the  purchase o f  a 
new c a r ,  i t  seems a d v isa b le  to  study  th e  o th e r  v a r ia b le s  
p re se n t in  o rd e r to  g e t some id e a  o f  t h e i r  r e l a t i v e  
im portance.
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The fo llo w in g  parag raphs c o n ta in  d e s c r ip t io n s  o f  th e  
p r in c ip a l  v a r ia b le s  t h a t  t h i s  w r i te r  b e lie v e s  a re  o p e ra tiv e  
in  th e  purchase o f  au tom obiles by th e  respondents in  t h i s  
s tu d y . These v a r ia b le s  w i l l  be used to  a ttem pt to  examine 
in te rp e r s o n a l  in f lu e n c e  w ith  re fe re n c e  to  two types o f  con­
sumer buying b eh av io r: (1) brand sw itch in g  behav io r and (2)
brand lo y a l  b eh av io r. Brand sw itch in g  behavior i s  d e fin e d  
f o r  th e  purposes o f  t h i s  s tu d y  a s  o ccu rrin g  when th e  consumer 
sw itches from one m a n u fa c tu re r 's  make of autom obile to  
a n o th e r  m a n u fa c tu re r 's  make o f  au tom obile . Brand lo y a l ty  
occu rs when th e  consumer c o n tin u es  to  purchase th e  same man­
u f a c t u r e r 's  make o f  au tom ob ile , but n o t n e c e s s a r i ly  th e  same 
model o f au tom ob ile . Only brands a re  considered  because in  
1968, th e  d a te  o f  th e  su rvey , m anufactu rers o ffe re d  th e  con­
sumers 368 d i f f e r e n t  m odels o f  au tom obiles.^^  To d i f f e r ­
e n t i a t e  among model sw itch in g  consumers was co n sid ered  beyond 
th e  scope o f  t h i s  s tu d y .
For consumers owning a c a r  p r io r  to  th e  pu rchase  o f 
t h e i r  p re se n t c a r ,  which in c lu d e s  most o f the  re sp o n d en ts , 
th e  consum er's p o s t-d e c is io n  e v a lu a tio n  o f  h is  p re v io u s ly  
owned c a r  was hypo thesized  to  be th e  s in g le  most im p o rtan t 
v a r ia b le .  D eterm in ing  t h i s  p o s t-d e c is io n  e v a lu a tio n  a re  ten  
h ypo th esized  exogenous v a r ia b le s ,  s l i g h t l y  more than  th o se  
proposed by Howard o r  Howard and Sheth  in  t h e i r  m odels.
^^"Autom otive In d u s try ,"  Encyclopedia Am ericana, 1970 
Yearbook.
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These exogenous v a r ia b le s  are ( l )  f in a n c ia l  s t a tu s ,  (2 ) 
f in a n c ia l  e x p e c ta tio n s , (3) s o c ia l  c l a s s ,  (4) s ta g e  in  l i f e  
c y c le , (5) economic ou tlo o k , (6) re fe re n c e  groups, (7 ) p r i ­
mary g roups, (8 ) p e rs o n a l i ty  t r a i t s ,  (9 ) th e  s e rv ic e  th e  c a r  
has re c e iv e d  a s  p e rc e iv e d  by th e  c a r  owner, and (10) th e  
q u a li ty  o f  th e  d e a le rs h ip  se rv ic e  a s  p e rc e iv e d  by th e  
consumer.
The f i r s t  exogenous v a r ia b le  i s  f in a n c ia l  s t a tu s ,  
which i s  d e fin e d  as  th e  c a r  b u y e r 's  c u r re n t  f in a n c ia l  s t a tu s ,  
and no t h i s  f in a n c ia l  e x p ec ta tio n s . F in a n c ia l  s t a tu s  may 
a f f e c t  pu rchase  d e c is io n s  concerning p ro d u c ts . For exam ple, 
re se a rc h  su p p o rts  th e  theory  t h a t  p eo p le  in  h ig h e r  income 
b ra c k e ts  d e l ib e r a te  more when p u rch asin g  d u rab le  goods th an  
do people  in  th e  low er income b ra c k e ts , w hile people in  th e  
low er income b ra c k e ts  spend more tim e d e l ib e r a t in g  on non­
du rab le  goods, such as sport s h i r t s .
The second exogenous v a r ia b le  i s  th a t  o f  f in a n c ia l  
e x p e c ta tio n s . I t  i s  hypothesized  t h a t  changes in  a  con­
sum er's  f in a n c ia l  ex p ec ta tio n s  may a f f e c t  h is  pu rchase  o f  
h is  new au to m o b ile . For example, a s  th e  consumer se e s  h i s  
f in a n c ia l  e x p e c ta tio n s  b r ig h te n , he may s e le c t  a  more expen­
s iv e  model o f  au tom obile  in  o rd e r  to  t r y  to  clim b th e  s o c ia l  
la d d e r ;  o r  i f  h i s  f in a n c ia l  e x p e c ta tio n s  do n o t look  good.
George K atona and Eva M u e lle r , "A Study in  P urchase  
D e c is io n s ,"  Consumer B ehavior, iat. L in c o ln  H. Clark-(New 
York; New York U n iv e rs ity  P re s# , 1 9 5 5 ), pp. 54-58.
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he may decide on a  l e s s  expensive m odel.
The t h i r d  exogenous v a r ia b le  i s  s o c ia l  c la s s .  S o c ia l 
c la s s  i s  na rrow er in  i t s  co n n o ta tio n  th a n  i s  c u l tu r e ,  and 
was inc luded  in  th e  v a r ia b le s  o f  Oklahoma C ity  new c a r  buy­
e r s ,  w hile c u l tu r e  was n o t .  C u ltu re  was n o t inc luded  because, 
f o r  th e  most p a r t ,  Oklahoma C ity  does n o t  have la rg e  e th n ic  
p o p u la tio n s . S o c ia l c la s s  does n o t n e c e s s a r i ly  r e f e r  to  a  
s o c ia l  group engaging in  f a c e - to - f a c e  r e l a t i o n s .  R ather 
s o c ia l  c la s s  can be d e fin ed  a s  " . . . a  s t r u c tu r e  o f  re g u la r iz e d  
in e q u a li ty  in  which men a re  ranked h ig h e r  and low er acco rd ing
to  the  value accorded  to  t h e i r  V arious s o c ia l  r o le s  and 
17a c t i v i t i e s . "  Thus, w h ile  a  c a r  b u y e r 's  f in a n c ia l  s ta tu s  
w i l l  p lay  a  la r g e  p a r t  in  de term in ing  h is  s o c ia l  c la s s ,  o th e r  
f a c to r s ,  such a s  o ccu p a tio n , fam ily  background, educa tion , 
and rac e  a ls o  come in to  th e  d e f in i t io n  o f  a  p e rs o n 's  s o c ia l  
c la s s .  For example, a  plum ber and a  d o c to r  may have th e  
same income; however, th e  d o c to r i s  u s u a l ly  p laced  in  a  
h ig h e r  s o c ia l  c la s s .  The consum er's s o c ia l  c la s s  may a f f e c t  
such f a c to r s  a s  th e  p ro d u c ts  purchased and th e  shops in  which
18th e  consumer shops.
The f o u r th  exogenous v a r ia b le  i n  th e  hypo thesized
^^B arbara B a rb e r, S o c ia l S t r a t i f i c a t i o n  (New York: 
B race & Company, 1957), p . 7 . .
18R ichard  P . Coleman, "S o c ia l C la ss  V ersus Income: 
P r iv i le g e  W ith in  C la s s e s ,"  C onsyier B ehavior and th e  Be­
h a v io ra l  S c ie n c e s , ied. S te u a r t  Henderson é r i i i  (New York: 
John Wiley & Sons, I n c . ,  1968), pp. 259-61.
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model o f new c a r  au tom obile  consum ption i s  th e  s ta g e  o f  th e  
consum er's l i f e  c y c le . The s ta g e  in  l i f e  c y c le  i s  d e te r ­
mined by such f a c to r s  as w hether th e  consumer i s  th e  head o f
th e  household , when he m a r r ie s ,  when th e  f i r s t  c h i ld  a r r iv e s ,
19and when th e  consum er's m ate d ie s .   ̂ F o r some v a r ia b le s , th e  
fam ily  l i f e  c y c le  was found to  be a b e t t e r  r e f l e c t io n  than  
age in  e x p la in in g  b eh av io r p a t te rn s .
The economic o u tlo o k  a s  th e  consumer sees  i t  i s  th e  
n e x t hypo thesized  exogenous v a r ia b le .  T h is  v a r ia b le  in c lu d e s  
n o t  only th e  consum er's p e rso n a l economic o u tlo o k , bu t a ls o  
h i s  view o f  what th e  economy w i l l  do in  g e n e ra l . In  o th e r  
w ords, th e re  was an i n t e r e s t  in  d e te rm in in g  i f  th e  consum er's 
behav io r would d i f f e r  i f  he f e l t  th e  economic o u tlook  would 
be bad a lthough  h is  own f in a n c ia l  e x p e c ta tio n s  were good, and 
v ic e  v e rsa .
The s ix th  exogenous v a r ia b le  i n  th e  model a re  th e  
consum er's re fe re n c e  g roups. B ere lson  and S te in e r  d e fin e  
re fe re n c e  groups as th e  group to  whose s ta n d a rd s  people r e ­
f e r  when c o n s id e rin g  t h e i r  own o p in io n s , a t t i t u d e s ,  and be­
l i e f s .  As such, re fe re n c e  groups may be th e  a c tu a l  o r  im­
ag ined  s e t  o f  people th e  consumer u se s  a s  a model, and th e
^ J o h n  B. L ansing  and L e s lie  K ish , "Fam ily l i f e  Cycle 
a s  an Independent VariatÿLe. " M y k e tin g  and th e  B ehav io ral 
S c ien ces , :ed. P e rry  B l is s  (B oston : A ilyn  and Bacon, I n c . ,
ig s iT T p p . 138-49.
^ I b i d . ,  p . 149.
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21ones by whom he wants to  be approved. A re fe re n c e  group 
may c o n s is t  o f  members o f  h i s  prim ary g roups, o r o f  th e  
c i r c l e  o f  peop le  w ith  whom he a s p ire s  to  a s s o c ia te .  Thus, 
the  consum er's re fe re n c e  groups may o r  may n o t be h i s  p r i ­
mary groups.
That consumers seek in fo rm atio n  from o th e r  people  has 
??been w ell d o c u m e n t e d . I n  a d d it io n , most o f  th e  in fo rm a tio n  
th a t  he re c e iv e s  w i l l  come from th e  consum er's fam ily  and 
f r ie n d s .  f o r  t h i s  reason  i t  i s  im portan t to  in c lu d e  th e  
consum er's prim ary groups a s  th e  seven th  exogenous v a r ia b le  
in  th e  m odel. A sm all o r  prim ary group may be d e fin ed  as 
c o n s is t in g  o f  a t  l e a s t  two peop le , on up to  some u n sp e c if ie d  
but n o t too la r g e  a  number, who engage in  f a c e - to - fa c e  r e ­
l a t i o n s  over an extended p e rio d  o f tim e, who d i f f e r e n t i a t e  
them selves from o th e rs  around them, who a re  m u tua lly  aware 
o f  t h e i r  membership in  th e  groups, and who have a  p e rso n a l 
r e la t io n s h ip  th a t  i s  r e a l iz e d  to  be an end in  i t s e l f .
T h is i s  no t to  say th a t  th e  consumer w i l l  seek  
in fo rm atio n  on ly  from h is  prim ary g roups. Consumers w i l l
21B ernard B erelson  and Gary A. S t ie n e r .  Human Be- 
h a v io r ;  An In v en to ry  o f S c ie n t i f i c  Fin d in g s  (New Ÿorkî 
H a rco u rt, B race & rfo rld . I n c . ,  1^64), p . 55b.
22 " In f lu e n c e s  o f  In n o v a to rs  and L ead ers ,"  Consumer 
B ehavior and th e  B ehavioral Science s , ed. S te u a r t  Henderson 
S r i t t ,  Op. C i i . .  pp. ÉWl-97.
Ẑ Ibld.
^^Bem ard B erelson  and Gary A. S t ie n e r ,  op. c i t . ,  p . 
325. -----
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a lso  seek in fo rm a tio n  from im personal so u rces , which i s  an 
endogenous v a r ia b le  in  th e  model o f  new c a r  p u rch asin g  be­
h a v io r . In  a  s tu d y  done p r io r  to  the  wide accep tance  o f 
t e le v i s io n ,  i t  was found th a t  ra d io , new spaper, and magazine 
a d v e r t is in g  a l l  e f f e c t iv e ly  c o n tr ib u te d  to  th e  consum er's
pK
d e c is io n  to  t r y  à  d i f f e r e n t  p roduct b rand .  ̂ Thus adver­
t i s i n g  may se rv e  n o t on ly  as a kind o f  t r ig g e r in g  mechanism, 
but a ls o  a s  an in fo rm a tio n  source fo r  th e  consumer. In  
a d d it io n  to  a d v e r t is in g  as an in fo rm atio n  so u rce , th e  con­
sumer may a ls o  seek  o u t in fo rm a tiv e  m agazines such a s  Con- 
sumer R ep o rts .
The consum er's  p e rs o n a l i ty  t r a i t s  a re  th e  e ig h th  
exogenous v a r ia b le  to  be inc luded  in  t h i s  m odel. As was 
m entioned e a r ly  in  t h i s  c h a p te r , th e re  i s  some evidence th a t
c e r ta in  p e r s o n a l i ty  ty p e s  buy c e r ta in  ty p es  o f  au tom obiles
? 7(c o n v e r t ib le s  v e rsu s  se d a n s ) . ‘ However, th e se  p e r s o n a l i ty  
type  purchases a p p a re n tly  d o n 't  extend to  th e  purchase o f  a
28s p e c if ic  b rand o f  au tom ob ile . In  a tte m p tin g  to  de te rm ine
^ E l i h u  K atz and P au l L a z a r s f ie ld ,  "Im portance o f 
P e rso n a l In f lu e n c e  (Poods and Household Goods}," Consumer 
B ehavior and th e  B eh av io ra l S c ien c es , ed . S te u a r t  ïîenderson 
B r i t t ,  Op. C i t . ,  pp. ^^5-97.
^ ^ i l l i a m  E. B e l l ,  "Consumer In n o v a to rs ,"  I b id . , p p .
294.
^^Ralph A. W e s tfa ll ,  0£ . h i t .
pQ
F ra n k lin  B. Evans, "P sycho log ica l and O b jec tiv e  
F a c to rs  in  th e  P re d ic t io n  o f  Brand Choice: Ford V ersus
C h e v ro le t,"  C i t .
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th e  v a r ia b le s ,  i t  was though t th a t  b rand  lo y a l and brand 
sw itch in g  consumers m ight possess d i f f e r e n t  ty p e s  o f  p e r­
s o n a l i ty  s t r u c tu r e s ;  and th u s  th e  v a r ia b le  o f  p e rs o n a l i ty  
t r a i t s  was in c lu d e d  in  th e  hypo thesized  model.
The l a s t  two exogenous v a r ia b le s ,  the se rv ic e  th e  c a r  
has rec e iv e d  a s  p e rc e iv e d  by th e  consumer and th e  q u a l i ty  o f  
th e  d e a le rs h ip  s e rv ic e  a s  p e rce iv ed  by th e  owner, were in ­
cluded in  th e  h y p o th esized  model more on the b a s is  o f  th e  
w r i t e r 's  e x p erien ce  w ith  c a r  d e a le rs  th an  on any re se a rc h  
f in d in g s . I t  was th o u g h t th a t  i f  e i t h e r  the d e a le rsh ip  s e r ­
v ic e  was poor o r  i f  th e  autom obile m echanical r e l i a b i l i t y  
was poor, as p e rc e iv e d  by th e  consum er, he co u ld  form an un­
fav o rab le  o p in io n  o f  th e  c a r .
The in te r a c t io n  between th e  exogenous v a r ia b le s  i s  
a lso  o f  im portance . The consum er's f in a n c ia l  s t a tu s  i s  de­
term ined  by h i s  s ta g e  in  h is  l i f e  c y c le ,  his ed u ca tio n , and 
h is  s o c ia l  c l a s s .  The consum er's s o c ia l  c la ss  i s  in  tu rn  
determ ined by h is  f in a n c ia l  s t a tu s ,  ed u ca tio n , and the  s ta g e  
in  h is  l i f e  c y c le .  In  r e a l i t y ,  a  p e r s o n 's  s o c ia l  c la s s  i s  
determ ined  by more th an  th e se  th re e  v a r i a b l e s , b u t  fo r  th e  
purposes o f  t h i s  s tu d y , th e se  a re  th e  measurements th a t  w i l l  
be u sed . The consum er's f in a n c ia l  ex p ec ta tio n s  w il l  be de­
term ined  by th e  v a r ia b le s  o f  h is  s o c ia l  c la s s ,  f in a n c ia l  
s t a tu s ,  s ta g e  in  h i s  l i f e  c y c le , and th e  economic o u tlo o k .
^^B em ard B ere lso n  and Gary A. S t ie n e r , c i t . , pp.
453-90.
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Looking a t  the  e f f e c t  th a t  th e  exogenous v a r ia b le s  
w i l l  have on the  endogenous v a r ia b le s  th e  fo llo w in g  exogen­
ous v a r ia b le s  were thought to  d i r e c t ly  a f f e c t  th e  endogenous 
v a r ia b le s  o f  th e  consum er's p o s t-d e c is io n  ev a lu a tio n ; (1) 
s e rv ic e  t h a t  th e  ca r has re q u ire d  a s  perce ived  by th e  con­
sum er, ( 2) q u a l i ty  o f  the  d e a le r s h ip  se rv ic e  as p e rce iv ed  
by th e  consumer, (3) s tag e  in  l i f e  c y c le , ( 4) f in a n c ia l  
s t a tu s ,  (5 ) f in a n c ia l  e x p e c ta tio n s , (6) re fe re n c e  g roups, 
and (7 ) prim ary groups.
The endogenous v a r ia b le s  t h a t  a f f e c t  the  consum er's 
p o s t-d e c is io n  ev a lu a tio n  and h is  f i n a l  d ec is io n  a re  (1 ) th e  
com m unications w ith  the  new c a r  salesm an, (2) h i s  non­
p e rso n a l comm unications, which have a lread y  been d isc u sse d , 
and ( 3) th e  a l te r n a t iv e s  o f  p r ic e  and s ty l in g .  A d isc u ss io n  
o f  th e  way in  which the  v a r ia b le s  a re  hypo thesized  to  oper­
a te  fo llo w s .
The v a r ia b le s  s t a r t  w ith  a  t r ig g e r in g  cue. T h is 
t r ig g e r in g  cue may be th e  in tro d u c tio n  o f new c a r  m odels, a  
change in  f in a n c ia l  s ta tu s  o r  e x p e c ta tio n s , a d v e rtise m e n ts , 
th e  purchase  o f a  new c a r  by a  f r ie n d ,  o r any number o f  cu es. 
I f  th e  consumer has owned a  c a r  p re v io u s ly , then  th e  consumer 
r e f e r s  to  h i s  p o s t-d e c is io n  e v a lu a tio n  o f h is  p re se n t c a r ,  
and i f  he has p rev io u s ly  owned th e  same make and model o f  
au tom obile— fo r  an example a  C hev ro le t Im pala—he may be in  
what Sheth  and Howard have c a l le d  " ro u tin iz e d  response  be­
h a v io r ."  In  t h i s  s i tu a t io n  th e  consumer co n sid e rs  no o th e r
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make o r  model o f c a r .  Even i f  the  c a r  to  be purchased i s  
th e  consum er’ s f i r s t  c a r , ' th e re  may be no c o n s id e ra tio n  o f 
more than  one make o f  autom obile s in c e  th e r e  i s  evidence to  
suggest th a t  re fe re n c e  group in flu e n c e  i s  e s p e c ia l ly  s tro n g  
in  the  purchase o f  an autom obile.^®  In  th e s e  s i tu a t io n s ,  
the  consumer p robab ly  has decided on th e  make o f autom obile 
to  purchase a lo n g  w ith  th e  op in ions th a t  he d e s i r e s .  In  
t h i s  case , th e  consumer v i s i t s  on ly  one d e a le r .
A nother ty p e  o f behav io r i s  p o s s ib le  which can be 
c a l le d  se m i-ro u tin iz e d  response b eh av io r. The consumer ex­
h ib i t in g  t h i s  type  o f  behav io r w i l l  have decided  on the  make, 
model, and o p tio n s  d e s ire d , but w i l l  shop se v e ra l  d e a le r­
sh ip s  to  O btain  th e  b e s t p r ic e  on th e  c a r  th a t  he d e s ir e s .
In  t h i s  case  th e  consumer rem ains brand lo y a l ,  bu t no t d e a le r  
lo y a l .  T h is  type  o f  behav io r may be a  fu n c tio n  o f  th e  con­
sum er's p sy c h o lo g ic a l and demographic c h a r a c te r i s t i c s .^ ^  In  
t h i s  case , th e  endogenous v a r ia b le s  o f  a l t e r n a t iv e  o f p r ic e  
and communications w ith  th e  new c a r  salesm an may e n te r  th e  
d e c is io n .
I f  th e  consumer i s  t ry in g  to  dec ide  between two o r  
th re e  makes o f au tom obiles w ith  which he i s  f a m i l ia r ,  he w i l l  
probably  be in  th e  s ta g e  o f  behav io r which Howard and Sheth
^ F r a n c i s  S. Bourne, " D iffe re n t K inds o f D ecisions 
and R eference Group In f lu e n c e ,"  M arketing  and th e  B ehav io ral 
S c ien c es , o p . C i t . , pp. 247-55.
^ ^P rank lin  B. Evans, "C o rre la te s  o f  Automobile Shop­
ping B ehav io r,"  Og. G it.
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have c a l le d  l im ite d  problem so lv in g . In  t h i s  l im ite d  problem 
so lv in g  s ta g e , the  consumer w i l l  look a t  the  a l t e r n a t iv e s  
t h a t  a re  a v a ila b le  to  him but w il l  make no e f f o r t  to  conduct 
a  sea rch  fo r  o th e r  a l t e r n a t iv e s  th a t  a re  a v a i la b le  to  him.
The nex t le v e l  o f  b eh av io r th a t  the  consumer i s  
hypo thesized  to  e x h ib it  may be c a l le d  a  sem i-ex ten siv e  prob­
lem so lv in g  s ta g e . In  t h i s  s ta g e , th e  consumer conducts a 
l im ite d  search  f o r  h is  c l a r i f i c a t i o n  o f  a l t e r n a t iv e s .  In 
t h i s  s ta g e , th e  consumer may b rin g  th e  members o f h i s  immedi­
a te  fam ily  in to  the  d e c is io n  p ro c e ss . In  a d d it io n , th e  con­
sumer may read  some ad v ertisem en ts  concerning  th e  make o r 
makes o f  au tom obiles th a t  he i s  co n sid erin g  f o r  p u rch ase .
I f  th e  consumer i s  l i k e l y  to  e x h ib it  brand lo y a l  b eh av io r, 
th e  advertisem en ts  may be o f th e  make th a t  he p re s e n tly  owns. 
O ften  consumers appear to  tak e  more n o tic e  o f  au tom obile  ad­
v e rtise m e n ts  i f  they  own th a t  p a r t i c u la r  type  o f  au tom obile .
However, the  reason  f o r  t h i s  re in fo rcem en t does n o t appear
32to  be d issonance on th e  p a r t  o f the consumer.
In a l l  o f the  p reced in g  s ta g e s  o f au tom obile  buying 
b eh av io r, th e  consumer was assumed to  have formed a fav o r­
a b le  p o s t-d e c is io n  e v a lu a tio n  o f h is  p re s e n tly  owned au to ­
m ob ile . However, when th e  elem ent o f a fav o ra b le  p o s t­
d e c is io n  e v a lu a tio n  i s  n o t p re s e n t , th e  consumer i s  assumed 
to  move in to  th a t  s ta g e  o f  buying behav io r th a t  Howard has
^^James F. Engel, "Are Automobile P u rch ase rs  D issonant 
Consumers." Jo u rn a l o f M arketing , Vol. 27 (A p r il  1963), p p . 
55-58.
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c a l le d  in te n s iv e  problem so lv in g . T h is  s ta g e  o f  behav io r 
r e a l ly  has no p la c e  in  th e  Howard and Sheth  model u n le s s  i t  
i s  p laced  somewhere between th e  l im ite d  problem so lv in g  
s ta g e  and th e  e x te n s iv e  problem  so lv in g  s ta g e  s in c e  th e  con­
sumer i s  aware o f  th e  p roduct which he i s  n o t in  th e  Howard 
and Sheth  e x te n s iv e  problem so lv in g  s ta g e .
In  t h i s  s ta g e , a l l  o f  th e  hypo thesized  v a r ia b le s  may 
come in to  p lay  a s  th e  consumer a ttem p ts  to  choose among 
makes w ith  which he i s  u n fa m ilia r .  F o r example, t h i s  could 
be a m inor sw itc h  from one make o f sedan to  an o th e r, o r  the  
sw itch  could  be a  m ajor sw itch  a s  from a  sedan to  a  s p o r ts  
c a r  o r  to  a fo re ig n  make o f  au tom ob ile . In  th e o ry , when an 
u n fav o rab le  p o s t-d e c is io n  ta k e s  p la c e , the  consumer w i l l  
s e le c t  a  d i f f e r e n t  make o f  au tom obile  from th e  one he p re s­
e n tly  owns.
To summarize, th e re  a re  f iv e  l e v e ls  o f  hypo thesized  
b eh av io r. The f i r s t  le v e l  occu rs when th e  consumer has 
formed a fa v o ra b le  p o s t-d e c is io n  e v a lu a tio n  tow ard bo th  th e  
d e a le r  and th e  make o f  autom obile and rem ains brand lo y a l  
and d e a le r  lo y a l .  The second le v e l  o f  b eh av io r m u rs  when 
th e  consumer rem ains brand lo y a l ,  but shops between d e a le rs  
f o r  p r ic e  o r  o th e r  f a c to r s .  The t h i r d  le v e l  o f  behav io r 
occurs when th e  consumer c o n s id e rs  o th e r  makes o f  au tom ob iles, 
bu t rem ains brand lo y a l .  The consumer i s  in  th e  f o u r th  le v e l  
o f  behavior when he c o n s id e rs  o th e r  makes o f  au tom ob iles, 
b rin g s  immediate fam ily  members in to  th e  d e c is io n  making.
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and c o n su lts  a d v e r tis e m e n ts  o f au to m o b ile s . The consumer i s  
a t  th e  f i n a l  l e v e l  when he has formed an un favo rab le  p o s t-  
.leo is io n  e v a lu a tio n  o f  h i s  autom obile and has d e f in i te ly  
decided  n o t to  p u rch ase  th e  same make o f  autom obile a g a in .
I f  th e  consumer c o n s id e rs  a l l  o f  th e  a l t e r n a t iv e s  a v a ila b le  
to  him, he has a  g re a t  many d e c is io n s  to  make. To h e lp  th e  
re a d e r  v is u a l iz e  th e  h y p o th es ized  autom obile  buyer b eh av io r 
v a r ia b le s  and to  d e p ic t  to  an  e x te n t th e  p ro b ab le  r e la t io n ­
sh ip s  among th e se  h y p o th es ized  v a r ia b le s ,  see  Figure 5 on 
th e  fo llo w in g  page.
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CHAPTEfî IV 
SURVEY BESULTS
In tro d u c tio n
In  th e  p rev io u s c h a p te r  hypothesized  v a r ia b le s  o f 
au tom obile  buying behav io r were developed on th e  b a s is  o f 
many d i f f e r e n t  re s e a rc h  f in d in g s , some r e la te d  and some un­
r e l a te d  to  one a n o th e r . In  a d d it io n , most o f  th e s e  f in d in g s  
d e a l t  w ith  on ly  one v a r ia b le  and d id  n o t a ttem p t to  e v a lu a te  
th e  im portance o f  th e  v a r ia b le  in  r e l a t io n  to  th e  o th e r  v a r i ­
a b le s  o f  buying b eh av io r. As does M i t t l e s t a e t ,  t h i s  w r i te r  
has some r e a l  doubts abou t th e  v a l id i ty  o f any m odel, be i t  
a  model o f  g e n e ra l buyer behav io r o r  a model f o r  one s p e c if ic  
p roduct (au tom ob iles) c o n s tru c te d  on th e  b a s is  o f  such r e ­
sea rch  f in d in g s .^
In  a ttem p tin g  to  v a lid a te  th e  p re se n t h y p o th es ized  
v a r ia b le s ,  th e  w r i t e r  found h im self fa c in g  some v e ry  d i f f i ­
c u l t  problem s. F i r s t ,  does one s e le c t  one o r a  v e ry  few 
custom ers, s tudy  and observe t h e i r  behav io r and hope th a t  
th e se  consumers re p re s e n t  a l l  o th e r  consum ers. C e r ta in ly ,  
th e s e  would be p o s s ib le  in  a n e a r ly  homogeneous s o c ie ty
Robert A. M i t t l e s t a e t ,  " C r i te r ia  f o r  a  Theory o f  Con­
sumer B ehav io r,"  Consumer B eM vior: C ontem por^y R e se ^ c h
in  A c tio n , e d s . Holloway, M i i te l s ta e t -  and venkatesan  (B oston: 
Houghton M if f l in  Company^ 1971), pp. ^ -13.
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where a l l  in d iv id u a ls  behave in  a  l i k e  manner. However, th e  
consumers in  th e  U nited  S ta te s  a re  to o  heterogeneous in  na­
tu re  to  make t h i s  f e a s ib le  f o r  th e  s tu d y  o f th e  v a r ia b le s  o f 
buyer b e h a v io r . About a l l  on# could  say fo r  v a r ia b le s  in ­
v e s t ig a te d  on t h i s  b a s is  i s  th a t  th e  model re p re se n ts  the  
behav io r o f  t h a t  in d iv id u a l o r  group o f in d iv id u a ls .  The 
second o p tio n  i s  to  draw a sample la r g e  enough to  be re p re ­
s e n ta t iv e  o f  some heterogeneous p o p u la tio n  and t r y  to  con­
s t r u c t  norms o f  buyer behav io r w hile  r e a l i z in g  th a t ,  l ik e  
th e  "normal man," th e  "average consumer" probably  does no t 
e x i s t .
A second problem i s  o b se rv a tio n  o f  b ehav io r. P re­
sumably g reen  bean stocks growing in  two d i f f e r e n t  types o f 
s o i l  do n o t a l t e r  t h e i r  behav io r p a t t e r n s  as a  r e s u l t  o f  be­
ing  m easured and observed. The same cannot be s a id  about
2
human b e in g s . As S h e r if  n o te s ,  i f  a  person knows he i s  be­
ing  observed , he i s  l ik e ly  to  a c t  in  a  manner th a t  he f e e l s  
w i l l  p le a se  th e  o b se rv er. In  a d d it io n , i f  one chooses to  be 
r e p re s e n ta t iv e  o f  some p o p u la tio n , o b se rv a tio n  o f  behavior 
becomes a l l  bu t im possib le  u n le s s  one has a  very la rg e  s t a f f  
c o n s ta n tly  on c a l l .  In  the  p re se n t in v e s t ig a t io n ,  i t  would 
have been im p o ss ib le , in  th e  op in ion  o f  t h i s  w r i t e r ,  to  ob­
se rv e  c o n s ta n t ly  the  a c tio n s  o f  I84 d i f f e r e n t  in d iv id u a ls .
% u z a fe r  S h e r if  and C arolyn S h e r i f ,  R eference Groups 
(New York: H arper and How, P u b lis h e r s ,  1964), pp. Ï5 -41 .
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A th i r d  problem i s  th a t  many o f  th e  v a r ia b le s  in  a l l  
o f  th e  buyer b e h a v io ra l m odels a re  sim ply n o t o b se rv a b le . 
These v a r ia b le s  a re  th e  consum er's though ts and a re  n o t ob­
se rv a b le  u n t i l  th e  consumer ta k e s  some a c t io n  co n ce rn in g  h is  
th o u g h ts . M oreover, th e  consumer may n e v e r tak e  a c t io n  on 
some o f h is  though t p ro c e s s e s , and the  on ly  way to  o b ta in  
some in fo rm ation  i s  to  a s k  th e  respondent to  answ er q u e s tio n s . 
There a re  th re e  b a s ic  ty p e s  o f  q u e s tio n s  th a t  can be asked 
o f  a resp o n d en t:^  (1) q u e s tio n s  th a t  resp o n d en ts  can answer 
and w i l l  answ er, (2) q u e s tio n s  th a t  resp o n d en ts  can bu t w on 't 
answ er, and (3) q u e s tio n s  t h a t  responden ts c a n 't  answ er.
The r e s e a r c h e r 's  probes in to  consumer b eh av io r by q u e s tio n ­
in g  a re  l im ite d  to  th e  f i r s t  ty p e  o f q u e s tio n .
As was m entioned p re v io u s ly , th e  a ttem p ted  v a lid a t io n  
o f  th e  hypo thesized  v a r ia b le s  was done by q u e s tio n in g  184 
re sp o n d en ts . Thus, th e  r e s u l t s  o f  the  survey a re  dependent 
upon th e  re s p o n d e n t 's  r e c a l l  o f  th e  s i tu a t io n  and h is  f e e l ­
in g  a t  th e  tim e. In  a d d it io n ,  the  r e a c t io n s  o f  th e  consum er's 
re fe re n c e  and prim ary groups a re  re p o rte d  a s  th e  consumer 
p e rc e iv e d  t h e i r  r e a c t io n s .
Survey R esu lts  and th e  V a ria b le s
The r e s u l t s  o f  th e  survey  supported  some, b u t n o t a l l  
o f  th e  assum ptions o f  th e  new autom obile buyer b e h a v io ra l
^Harper W. Boyd, J r .  and Ralph W e s tfa ll ,  M arketing  
R esearch , 3rd ed . (Homewood, 1 1 1 .: R ichard  D. I rw in , 1572),
pp . 131-36.
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v a r ia b le s  and th e  r e s u l t in g  h y p o th eses . For example, 
a lth o u g h  th e  w r i te r  b e lie v e d  th a t  th e  husband of th e  fam ily  
u n i t ,  where a p p lic a b le ,  would be th e  dominant f a c to r  in  th e  
d e c is io n  to  purchase a  new c a r ,^  he hypo thesized  th a t  the  
d e c is io n  to  purchase a  new c a r  would be more complex and 
would be su b je c t to  more p e rso n a l and im personal in f lu e n c e  
than  th e  f in d in g s  of th e  s tu d y  w i l l  su p p o rt. For th e  moat 
p a r t ,  th e  brand lo y a l  buyer ap p ea rs  to  f i t  in to  what Howard 
c a l l s  th e  Automoatic Response B ehavior phase, where th e  con­
sumer has a  g re a t deal o f ex p erien ce  w ith  th e  product and
5
has ceased  to  le a r n ,  o r in  what Howard and 'Sheth have l a ­
beled  th e  R ou tin ized  Response B ehavior phase , where th e  con­
sumer i s  w e ll acq u a in ted  w ith  th e  p roduct c la s s  and has a 
p re fe r r e d  brand w ith in  th a t  p ro d u ct c la s s ,  bu t changing mar­
k e t c o n d itio n s  may cause th e  consumer to  le a r n  about a  chang­
ing  f a c to r  each tim e he makes a  p u rch a se .^
In  o th e r  c a se s , th e  brand  lo y a l  consumer appeared to  
be in  Howard's L im ited  Problem S o lv ing  phase, where some
See E liz a b e th  H. W olgast, "Do Husbands or W ifes Make 
the  P u rchase  D e c is io n s ,"  Jo u rn a l o f  M arketing  (O ctober 1958), 
pp. 151-58; and H arry Sharp and P au l M ott, "Consumer D ec is io n s  
in  th e  M e tro p o lita n  Fam ily ," Jo u rn a l o f  M arketing (O ctober 
1956), pp . 149-56.
^John A. Howard, M arketing  Management; A nalysis and 
P la n n in g , re v . ed. (Homewood, 111 .: R ichard  5 . Irwxn, 1963),
pp. 87-o9«
g
John A. Howard and Ja g d ish  N. S he th , The Theory o f  
Buyer Beh a v io r  (New York; John W iley & Sons, I n c . ,  19o 9 ) , 
pp. 47T
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amount o f  th in k in g  ta k e s  p lac e  and th e re  i s  some sea rch  fo r
n
th e  c l a r i f i c a t i o n  o f  a l t e r n a t iv e s .  T his L im ited  Problem 
S o lv ing  phase o ccu rred  la r g e ly  when th e  consumer was rem ain­
in g  brand lo y a l ,  bu t was sw itch in g  models w ith in  th e  same 
brand  o f au to m o b ile . The brand lo y a l consumer may no t f i t  
in to  th e  Howard and Sheth  l im i te d  Problem S o lv in g  phase s in ce
Q
t h i s  would re q u ire  th e  in tro d u c tio n  o f a  new model w ith in  
th e  same brand o f  au to m o b ile , which u s u a lly  does n o t occur 
every  model y e a r .
As m ight be expec ted , th e  brand sw itch in g  buyer 
e x h ib ite d  a  more complex buying behav io r p a t te r n  bu t f a i l e d  
to  be in flu e n c e d  by a l l  o f  th e  v a r ia b le s  h y p o th es ized  in  
t h i s  w r i t e r 's  au tom obile  buyer behav io r v a r ia b le s .  The 
b rand  sw itch in g  buyer was g e n e ra lly  found to  be in  what 
Howard c a l l s  E x ten siv e  Problem  Solv ing  phase and in  some 
c a se s  th e  L im ited  Problem  So lv ing  phase o f b e h a v io r .
W hether th e  au tom obile  consumers were in  th e  E xtensive 
Problem  S o lv ing  Phase o r  in  th e  L im ited Problem  S o lv ing  
P hase , th e  d e c is io n  to  purchase  a  new c a r  and th e  ty p e  o f 
c a r  to  purchase rem ained la r g e ly  a  fam ily  d e c is io n .  The 
o n ly  a p p re c ia b le  amount o f  p e rso n a l in f lu e n c e , o u ts id e  th e  
p e rso n a l in f lu e n c e  o f  th e  immediate fam ily , came from th e  
new c a r  salesm an who appeared  to  be a c tin g  in  th e  r o le  o f  an
^John A. Howard, dp . C i t . , pp. 77-86.
Û
John A. Howard and Ja g d ish  N. Sheth , op. c i t . ,  pp.
238- 30 .
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e x p e rt.
The fo llo w in g  a n a ly s is  w ill  examine th e  v a r ia b le s  of 
th e  h y p o th es ized  autom obile buyer b e h av io r  in  l i g h t  o f th e  
f in d in g s  o f  th e  survey taken  to v a l id a te  th e  m odel. The two 
b asic  ty p es  o f  a v e r t  behav io r under exam ination  a re  brand 
lo y a l  b eh av io r and brand sw itching b e h a v io r , f o r  ease o f 
a n a ly s is ,  th e  responden ts  in  the survey  have been d iv ided  
in to  brand lo y a l  owners (purchase o f  th e  same m a n u fa c tu re r 's  
make o f  c a r  ag a in ) and brand sw itch ing  owners (purchase  o f  a 
d i f f e r e n t  m a n u fa c tu re r’ s make of au to m o b ile ).
The su rvey  ga thered  a  q u a n tity  o f d a ta  in  term s o f  
the  b u y e r 's  b eh av io r and op in ions p r i o r  to  th e  purchase o f 
the  new c a r , a t  th e  tim e o f  the purchase  o f  th e  new c a r , and 
s in c e  th e  pu rchase  o f  th e  new oar, a s  th e  responden t r e c a l le d  
t h i s  b eh av io r o r  op in io n s a t  the time o f th e  in te rv ie w . So 
th a t  th e  r e a d e r  may b e t t e r  analyze th e  f in d in g s  in  term s o f 
th e  v a r ia b le s  o f  hypo thesized  new c a r  buyer behav io r, each 
o f th e  m ajor endogenous v a r ia b le s  w i l l  be examined as to  th e  
e f f e c t  o f  th e  exogenous v a r ia b le s  on t h a t  endogenous v a r ia b le .
P o s t-D ec is io n  E v a lu a tio n
When th e  consumer has owned a  c a r  p r io r  to  th e  pur­
chase o f  h is  p re s e n t c a r ,  h is  p o s t-d e c is io n  ev a lu a tio n  o f  
h is  p re v io u s ly  owned autom obile may be one o f  th e  im port­
an t c o n s id e ra tio n s  as to  whether to  rem ain brand lo y a l .
Among th e  h y p o th es ized  v a r ia b le s , p o s t-d e c is io n  ev a lu a tio n
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was a f f e c te d  by a  number o f  exogenous v a r ia b le s .  Two o f  
th e se  v a r ia b le s  a re  ( l )  th e  se rv id e  th e  c a r  has re c e iv e d  as 
p e rce iv ed  by the consumer and (2) the  (Quality o f  th e  d e a le r ­
sh ip  se rv ic e  as p e rce iv ed  by th e  consumer. In  th e  su rvey , 
the  se rv ic e  the  c a r  has re q u ire d  was measured by th e  c a r 's  
m echanical r e l i a b i l i t y  a s  p e rce iv ed  by the owner. There i s  
s tro n g  evidence th a t  good m echanical r e l i a b i l i t y  on th e  p a r t  
o f  the  c a r  and good se rv ic e  on p a r t  o f  the  d e a le r , as  p e r­
ce ived  by th e  owner, lead s to  fav o rab le  p o s t-d e c is io n  evalu ­
a tio n s  on th e  p a r t  o f  th e  owner; however, th e re  i s  alm ost 
c e r ta in  evidence th a t  poor m echanical r e l i a b i l i t y  on th e  
p a r t  o f  th e  c a r  and poor s e rv ic e  on th e  p a r t  o f th e  d e a le r ­
sh ip  may le a d  to  an u n fav o rab le  p o s t-d e c is io n  e v a lu a tio n  con­
c e rn in g  th e  p re s e n tly  owned au tom obile . A ll o f th e  respond­
e n ts  in  th e  survey who sa id  th a t  they  would d e f in i t e ly  no t 
pu rchase  th e  same c a r  a g a in  gave poor d e a le rsh ip  s e rv ic e  as 
th e  rea so n , w ith  199̂  o f  th o se  g iv in g  poor d e a le rsh ip  s e rv ic e  
w ith  th e  f a c to r  o f  poor m echanical r e l i a b i l i t y  on th e  p a r t  
o f  th e  c a r .
The se rv ic e  th e  c a r  h as  re q u ire d  as measured by i t s  
m echanical r e l i a b i l i t y  in  th e  eyes o f  i t s  owner and th e  
q u a l i ty  o f  d e a le rsh ip  s e rv ic e  were combined to  show t h e i r  
e f f e c t  on the  fo rm ation  o f  an unfavorab le  p o s t-d e c is io n  
e v a lu a tio n  because th e  responden ts in  the survey combined 
th e  two v a r ia b le s .  However, i t  may be u se fu l to  lo o k  a t  
each o f  th ese  v a r ia b le s  s e p a ra te ly  and examine each o f  them
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in  more d e t a i l .
M echanical R e l i a b i l i ty  o f  the  Autom obile
The e f f e c t  o f un favo rab le  m echanical r e l i a b i l i t y  on 
the  p a r t  o f  th e  c a r  as p e rce iv ed  by th e  consumer has a lre a d y  
been dem onstra ted . However, m ost o f  th e  consumers in  th e  
survey (d2̂ ) r a te d  th e  m echanical r e l i a b i l i t y  o f  t h e i r  a u to ­
m obiles a s  good o r  e x c e lle n t ,  A g lan ce  a t  T able 1 r e v e a ls  
th a t  brand lo y a l  owners a re  s ig n i f i c a n t l y  more l i k e l y  to  r a t e  
th e  m echanical r e l i a b i l i t y  as be ing  good o r e x c e l le n t .  Thus, 
i t  would ap p ear th a t  th e  c a r 's  m echan ica l r e l i a b i l i t y  as p e r­
ceived  by th e  owner i s  an im portan t v a r ia b le  in  a t  l e a s t  
p a r t i a l l y  de te rm in in g  th e  ow ner's  p o s t-d e c is io n  e v a lu a tio n .
In o th e r  w ords, people who have owned th e  same brand o f  c a r  
p rev io u s ly  a re  more l ik e ly  to  r a t e  th e  m echanical r e l i a b i l i t y  
o f t h e i r  p re s e n t  c a r  a s  good o r  e x c e l le n t  and a re  more l i k e l y  
to  in te n d  to  purchase th e  same make o f  autom obile ag a in  a s  
t h i s  was ev idenced  when they were asked  i f  they  in ten d ed  to  
purchase th e  same c a r  ag a in . S ig n i f ic a n t ly  more brand lo y a l  
owners (64 .10  sa id  they  in ten d ed  to  purchase the  same man­
u f a c tu r e r 's  make o f autom obile a g a in , w hile  only  35,10 ^ o f  
the  brand sw itc h in g  owners sa id  th a t  th ey  in tended  to  p u r-  
chase th e  same m a n u fa c tu re r 's  make o f  autom obile a g a in  ( z = 
6,35 > 2 ,5 7 ) ,^  Thus, i t  would ap p ea r t h a t ,  f o r  th e  most
^S ince th e  p o p u la tio n  pa ram ete rs  a re  no t known, the  
t e s t  o f  d i f f e r e n c e s  i s  te c h n ic a l ly  a  c r i t i c a l  r a t i o  " t"  t e s t ;  
however, th e  c r i t i c a l  r a t io  "z" w i l l  be used  to  d e s ig n a te  th e  
use o f  th e  a re a  under th e  norm al c u rv e .
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p a r t ,  brand lo y a l  owners have decided  on th e  make o f  au to ­
m obile they l i k e ,  w h ile  th e  brand sw itc h in g  owners s t i l l  
seem to  be se a rc h in g .
TABLE 1
M echanical R e l i a b i l i ty  o f  New Car
a s  P e rc e iv e d  by th e  Consumer
M echanical
R ating
P e rc e n t o f  Brand 
L oyal Owners
P e rcen t o f  Brand 
S w itching  Owners
S ig n if ic a n c e
Testify
E x ce lle n t 69.72 30.28 8 .95 > 2.57
Good 59.59 40.48 2 .52  > 1 .96
Source: Survey o f  Oklahoma C ity  New Car Buyers
As an a d d i t io n a l  t e s t  o f  a s s o c ia t io n  between g iv in g  
th e  p re se n t c a r  an good o r  e x c e lle n t  r a t i n g  in  te rm s o f th e  
c a r 's  m echanical r e l i a b i l i t y  and being  a  brand lo y a l  owner, 
th e  Spearman Hho Rank C o rre la tio n  t e s t  was u t i l i z e d .  The 
Spearman Rho Rank C o rre la tio n  t e s t  was used  because th e  ques­
t io n  o f  m echanical r e l i a b i l i t y  o f  th e  consum er's au tom ob ile  
pr o v ided r e s u l t s  t h a t  were h ig h ly  skewed and d id  n o t  f i t  a  
noim al d i s t r ib u t io n .^ ^  T h is procedure was used to  t e s t  th e
The u se  o f  2 .57 standeurd e r r o r s  in d ic a te s  a  t e s t  a t  
th e  .01  le v e l  o f  s ig n i f ic a n c e ,  w hile  1 .9 6  s ta n d a rd  e rro rs  
in d ic a te s  a  t e s t  a t  th e  .05 le v e l  o f s ig n i f ic a n c e .
^^Robert D. Mason, S t a t i s t i c a l  Techniques in  B usiness 
and Economics (Homewood, i l l . :  t ic h a rd  b . Irw in . I n c . .  1970).
pp.
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a s s o c ia t io n  between a  h igh  r a t i n g  on m echanical r e l i a b i l i t y  
and brand lo y a l  b eh av io r on th e  p a r t  o f  th e  consumer. The 
rank c o r r e la t io n  c o e f f ic ie n t  between brand  lo y a l behav io r 
and a  h igh  r a t i n g  on m echanical r e l i a b i l i t y  was found to  be 
. 8 9 , which i s  s ig n i f ic a n t  beyond th e  .01  le v e l  (z  = 8.73 >
2. 57) .  Thus, by a l l  th e  s t a t i s t i c a l  t e s t s  u t i l i z e d ,  th e  
m echanical r e l i a b i l i t y  o f th e  consum er's  c a r  appears to  be 
an im p o rtan t v a r ia b le  in  de te rm in ing  p o s t-d e c is io n  e v a lu a tio n  
and in  d e te rm in in g  th e  consum er's brand  sw itch ing  o r  brand 
lo y a l  b e h a v io r .
D e a le rsh ip  S e rv ic e
The second v a r ia b le  concern ing  i t s e l f  w ith  th e  physi­
c a l  o p e ra tio n  o f th e  c a r  was th e  q u a l i ty  o f th e  d e a le rsh ip  
s e rv ic e  as p e rc e iv e d  by the consumer. Again th e re  i s  a  
s ig n i f ic a n t  d if f e r e n c e  between the  way th a t  th e  brand lo y a l  
soncumers and th e  brand sw itch in g  consum ers perce ived  th e  
q u a l i ty  o f  th e  d e a le rs h ip  s e rv ic e . S ig n if ic a n t ly ,  more brand 
lo y a l  owners though t th a t  they  were g e t t in g  good se rv ic e  (z  = 
6 . 91^  2 . 57) ,  w hile  converse ly  s ig n i f i c a n t ly  more brand 
sw itch in g  owners though t th a t  they  w ere re c e iv in g  e i th e r  poor 
o r  bad s e rv ic e  from th e  d e a le rsh ip  (z  = 2.37 >  1 .9 6 ) .
As was t r u e  w ith  the  c a r 's  p e rc e iv e d  m echanical re ­
l i a b i l i t y ,  th e  p e rce iv ed  q u a l i ty  o f th e  d e a le rsh ip  s e rv ic e  
was a skewed d i s t r ib u t io n ,  and again  th e  Spearman Rho Corre­
l a t i o n  t e s t  was used  to  t e s t  f o r  a s s o c ia t io n  between th e  p e r­
ce iv ed  q u a l i ty  o f d e a le rs h ip  s e rv ic e  and brand lo y a l ty .  The 
rank c o r r e la t io n  between brand lo y a l ty  and th e  pe rce ived
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q u a li ty  o f d e a le rs h ip  s e rv ic e  was .936, which i s  s ig n i f ic a n t  
beyond the  .01 le v e l  (z  = 1 1 .8 9 ^ 2 .5 7 ) .  Thus, l i k e  th e  p e r­
ceived  m echanical r e l i a b i l i t y  o f th e  c a r , th e  p e rce iv ed  
q u a li ty  of d e a le rs h ip  s e rv ic e  appears to  be im portan t in  
form ing th e  consum er's p o s t-d e c is io n  e v a lu a tio n  o f h is  au to ­
m obile , a t  l e a s t  a s  f a r  a s  e i t h e r  brand lo y a l  o r  brand 
sw itch in g  b eh av io r i s  in v o lv ed .
Group In f lu e n c e s
The measurement o f  th e  personal in f lu e n c e  on th e  con­
sum er's  d e c is io n  re g a rd in g  which c a r  to buy i s  much more 
d i f f i c u l t  to  m easure. T h is  in f lu e n c e  may come in  th e  form 
o f advice  and c o n v e rsa tio n , o r  i t  may be more s u b tle  and 
c o n s is t  o f th e  members o f  th e  re fe ren ce  group having  some 
a t t r i b u t e s ,  r e a l  o r  im agined, which the in d iv id u a l  p e rc e iv e s  
he w i l l  o b ta in  i f  he p u rch ases a  l ik e  c a r . T h is  would p re­
sumably e x p la in  th e  fo rm ation  o f  c a r  c lubs l i k e  th e  "C orvette  
C lub." F in a l ly ,  t h i s  in f lu e n c e  may be in  th e  form o f  sim ply 
no t d isapp rov ing  o f  th e  pu rchase , thereby le a d in g  th e  con­
sumer to  assume th e  i n d iv id u a l 's  o r  g roup 's  accep tance  o f th e  
c a r  purchase.
In th e  p re se n t in v e s t ig a t io n ,  the  manner in  which 
p e rso n a l in f lu e n c e  from groups i s  measured i s  in  te rm s o f 
w hether the  consumer p e rc e iv e d  th a t  the groups in  q u estio n  
thought th a t  th e  consumer had made a good d e c is io n  in  the  
purchase o f h i s  c a r .  The r e s u l t s  o f th e  su rvey  q u e s tio n s
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concern ing  th e  consum er's p e rcep tio n s  o f  what a p a r t i c u la r  
group thought about th e  purchase of h is  c a r  were somewhat 
d isa p p o in tin g . T h is was the f a c t  th a t  th e re  were no s ig ­
n i f ic a n t  d if f e re n c e s  in  th e  groups excep t f o r  th e  two p o la r 
p o s it io n s  o f immediate fam ily  members l iv i n g  w ith  th e  con­
sumer and casu a l f r ie n d s  who by d e f in i t io n  th e  consumer saw 
on the  average o f  l e s s  th an  once every two w eeks. Between 
th ese  two g roups, s ig n i f ic a n t ly  more custom ers f e l t  th a t  
t h e i r  immediate fam ily  members d isapproved  o f  t h e i r  purchase 
o f  th e  c a r  than  was t r u e  o f th e  consum er's c a su a l f r ie n d s . 
T h is was p robably  tru e  because th e  consumer i s  u s u a l ly  in  
d a ily  c o n ta c t w ith  the  members o f  h i s  imm ediate fam ily , and 
thus may be more p e rc ep tiv e  to  t h e i r  t r u e  f e e l in g s .  The 
d if fe re n c e  was s ig n i f ic a n t  beyond th e  .01  le v e l  (z  = 4 .7 3 >
2 .5 7 ).
The la c k  o f  s ig n i f ic a n t  d if f e re n c e s  between th e  con­
sumer' s p e rc ep tio n  o f how the  o th e r  groups f e l t  about the 
purchase o f  th e  consum er's c a r  may be due to  th e  p r in c ip le
o f c o n g ru ity . The p r in c ip le  of co n g ru ity  was f i r s t  in t r o -
12duced by Osgood and Tannenbaum in  1955, and i s  a sp e c ia l 
case  o f  ba lance  th eo ry . S p e c if ic a l ly ,  th e  p r in c ip le  o f  con­
g ru i ty  i s  a s p e c ia l  case o f balance th eo ry  and d e a ls  w ith 
the  problem o f  d ir e c t io n  o f a t t i t u d e  change. Osgood and
C. E. Osgood and P. H. Tannenbaum, "The P r in c ip le s  
o f Con.gruity in  th e  P re d ic tio n  o f  A tti tu d e  Change," Psycho­
lo g ic a l  Review, Vol. 62 (1955), 42-55.
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Tannenbaum b e lie v e  th a t  judgement fram es o f  re fe re n c e  tend 
toward maximum s im p l ic i ty ;  and s in ce  a l l - o r - n o th in g  judge­
ments a re  s im p le r than  re f in e d  judgem ents, v a lu a tio n s  tend  
toward ex trem es. Leon P e s t in g e r  p o p u la rize d  th e  theo ry  fo r  
m arke te rs  in  h i s  s tu d y  o f  d isso n an t au tom obile  p u rch a se rs . 
P e s tin g e r  b e lie v e s  th a t  in d iv id u a ls  t r y  to  e s ta b l is h  c o n s is t ­
ency o r  co n g ru ity  among h is  a t t i t u d e s ,  o p in io n s , and v a lu es . 
T ra n s la te d  in to  p sy ch o lo g ica l term s, th e s e  o p in io n s , a t t i ­
tu d e s , and v a lu e s  become knowledge, o p in io n s , and b e l ie f s  
and a re  c a lle d  c o g n it io n s . D issonance i s  th e  r e s u l t  o f in ­
c o n sis ten cy  among th e  in d iv id u a l 's  c o g n it io n s .  Thus, in  
o rd e r  to  reduce  d isso n an ce , th e  consum er's p e rc e p tio n  o f how 
a c e r ta in  group f e e l s  about th e  purchase o f  h i s  autom obile 
may be a d i s to r t io n  o f  how th e  group a c tu a l ly  f e e l s .  I f  t h i s  
i s  the  p resen t c a se , th e n  th e  consumer may be b e t t e r  a b le  to  
d i s t o r t  the a t t i t u d e s  o f  h is  casu a l f r i e n d s ,  whom he sees 
on ly  o c c a s io n a lly , than  th e  a t t i tu d e s  o f h i s  immediate fam­
i l y ,  w ith  whom he i s  p robab ly  in  d a i ly  c o n ta c t .  In  a d d it io n , 
a lthough  the s tu d y  d e a ls  on ly  w ith  buyers o f  fo re ig n  c a r s ,  
th e re  i s  some ev idence  to  suggest t h a t  th e  consumer i s  
s e le c t iv e  in  term s o f th o se  to  whom he shows th e  c a r .^ ^  In  
t h i s  c a se , th e  consumer would presum ably seek  ou t only  th o se
^^Leon P e s t in g e r ,  A Theory o f C o g n itiv e  D issonance 
(S ta n fo rd , C a l i f . :  S ta n fo rd  U n iv e rs ity  P r e s s , 143W).
^^John R. S t u t e v i l l e ,  "The Buyer as a  Salesm an," 
Jo u rn a l o f M ark e tin g , Vol. 32 (Ju ly  1968), pp. 14-18.
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in d iv id u a ls  from whom he e x p ec ts  to  re c e iv e  fa v o ra b le  ev a lu ­
a t io n s  concern ing  h is  new c a r .  Of co u rse , such s e l e c t i v i t y  
may n o t be p o s s ib le  w ith  imm ediate fam ily  members o r  c lo s e  
f r i e n d s .
By exam ining T able 2 , th e  re a d e r  i s  a b le  to  see  a 
s l i g h t  in v e rse  r e la t io n s h ip  between th e  c lo sen e ss  o f  th e  
r e la t io n s h ip  o f th e  consumer to  th e  group and th e  consum er's  
p e rc e iv in g  th a t  th e  p a r t i c u l a r  group thought he had made a 
w ise  d e c is io n  in  th e  pu rchase  o f  h is  c a r . The c lo s e r  th e  
r e la t io n s h ip  to  th e  consumer, th e  low er th e  number o f  con­
sumers who f e l t  th e  members o f  th a t  group f e l t  th a t  th e y  
( th e  consumers) had made a w ise  d e c is io n .
Im plied , a lth o u g h  n o t hypo thesized  e x p l i c i t ly  in  th e  
buyer behav io r m odel, a re  th e  group in f lu e n c e s  th a t  may come 
in to  p lay  in  th e  p ro cess  o f  making th e  decision  to  pu rchase  a 
new c a r  and th e  make o f  new c a r  to  pu rchase . Of th e  con­
sumers surveyed, 63.95 p e rc e n t sa id  th a t  they  had ta lk e d  
abou t th e  purchase o f  t h e i r  new c a rs  w ith  e i th e r  fam ily  o r  
f r i e n d s ,  o r  b o th , p r io r  to  th e  purchase o f t h e i r  new c a r s .
As m ight be expec ted , th e  consumer who was e x h ib i t in g  brand 
lo y a l  behav io r and who was presum ably f a r th e r  a long  th e  
l e a rn in g  curve and had a  p ro d u ct p re fe ren c e , was l e s s  l i k e l y  
to  d isc u ss  th e  purchase o f th e  new c a r  w ith  fam ily  o r  f r ie n d s  
th an  was the  brand sw itch in g  buyer ( z  = 9 .2 7 > 2 .5 7 ) .
Less th an  h a l f  o f  th e  consumers (27 .72  i») who s a id  
th ey  had ta lk e d  th e  purchase over w ith  fam ily  o r f r ie n d s
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TABLE 2
Consum er's P e rc e p tio n s  o f  Group Members 
F e e lin g s  C oncerning Purchase Car
P ercen tage  o f  Consumers 
F e e lin g  th a t  Group Mem­
bers Thought th a t  th e  
Consumer had Made a Wise 
D ecision
Group
76.09 Immediate Family Members ( l iv in g  
w ith  th e  consumer)
81.52 O ther Fam ily Members (n o t  l iv in g  
w ith  th e  consumer)
83.15 F rie n d s  (peop le  seen a t  l e a s t  
tw ice  p e r week)
85.87 Co-workers (peop le  seen a t  l e a s t  
tw ice  p e r week)
96.96 Casual F rien d s (peop le  seen  l e s s  
th an  tw ice  per week)
Source: Survey o f  Oklahoma C ity  New Car Buyers
re p o rte d  th a t  they  were in f lu e n c e d  by th ese  groups. In  f a c t ,  
none o f  the  consumers who s a id  they  were in flu en ced  by o th e r  
people sa id  th a t  th ey  were in flu e n c e d  by f r ie n d s .  A ll o f 
th e  re p o rte d  in f lu e n c e  came from members o f  th e  consum er's 
immediate fa m ily . T h is  may be somewhat im p lied  in  T able  2, 
where consumers p e rce iv ed  g r e a te r  accep tance  by f r ie n d s  o f 
th e  our chase than  th ey  d id  from immediate fam ily  members.
I f  th e  consumer approached an immediate fam ily  member f o r  
adv ice  and th en  f a i l e d  to  fo llo w  h is  ad v ice , he perhaps f e l t
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t n a t  the  i&mediate fam ily  member though t he had made a  Dad 
d e c is io n . On th e  o th e r  hand, i f  a  f r ie n d  was no t app roached , 
and i f  the  f r ie n d  l a t e r  o f fe re d  no comment on the  p u rchase , 
th e  consumer m ight p e rc e iv e  th e  absence o f a comment as 
s ig n ify in g  approval o f th e  consum er's d ec is io n  to  purchase 
th a t  p a r t ic u la r  make o f  c a r .  There was no s ig n i f ic a n t  d i f -  
fe re n ce  between brand lo y a l  buyers and brand sw itch in g  buy­
e rs  as be ing  in flu e n ce d  by members o f  th e  immediate fam ily .
In  a d d it io n , none o f  th e  consumers cou ld  r e c a l l  an in s ta n c e  
when they  sought a s s is ta n c e  from a fam ily  member and d id  n o t 
re c e iv e  th e  a s s is ta n c e  they  d e s i r e d .
F in a n c ia l  S ta tu s  and E x p ec ta tio n s
The consum er's c u r r e n t  f in a n c ia l  p o s itio n  and h is  
e x p e c ta tio n s  concern ing  h i s  fu tu re  f in a n c ia l  p o s i t io n  were 
two a d d it io n a l  v a r ia b le s  th a t  were though t to  a f f e c t  th e  con­
sum er's  p o s t-d e c is io n  e v a lu a tio n . As th e  re a d e r  can see from 
E x h ib it 1 from th e  m arket re s e a rc h  departm ent o f Ford Motor 
Comnany, consumers buy c a rs  f o r  s e v e ra l  reasons. I f  th e  
p re v io u s ly  owned c a r  had been bo th  expensive to purchase and 
to  m ain ta in  r e l a t i v e  to  th e  consum er's f in a n c ia l  p o s i t io n ,  
i t  was thought th a t  th e  consumer would probably form an un­
fav o rab le  p o s t-d e c is io n  e v a lu a tio n . I f  th is  were t r u e ,  and 
i f  the  consumer purchased th e  c a r  f o r  f in a n c ia l  c o n s id e r­
a t io n s ,  one m ight expect to  see more brand sw itch ing  behavior 
among low income g roups. However, th e  r e s u l t s  o f  th e  survey
73
NEW CAR BUYING MOTIVATIONS
BY MARKET SEGMENT
PERCENT OF 1970 NEW CAR BUYERS INOiCATMC THESE 
AS ONE OF THE THREE MOST IMPORTANT REASONS FOR MAKE PURCHASED
ECONOMY GOOD
OF OPERATION VALUE
AND FOR EXTERIOR RIDMG
MAINTENANCE M O Ü I DURABILITY APPE_ARAN(^ COMPORT
MARKET s e g m e n t s ;
IMPORTS 4 8 % 4 8 % 3 0 % 10% 4%
COMPACT 4 2 4 7 14 2 0 5
SMALL SPECIALTY 12 2 4 10 5 6 6
INTERMEDIATE 12 3 0 IB 41 13
STANDARD IS 3 6 2 5 2 4 2 2
MEDIUM 6 29 2 8 2 4 3 8
PERSONAL LUXURY 2 12 16 4 9 3 5
LUXURY 3 14 2 5 2 3 4 #
AERAGE NEW CAR BUYER 20% 34% 2 2 % 2 8 % 18%
Source: S upplied  to  th e  au th o r by th e  M arketing R esearch
Departm ent o f  Ford Motor Company w hile  th e  a u th o r  
was p a r t i c ip a t in g  in  Ford Motor Company's "P ro ie c t 
P in to "
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d id  no t support t h i s  assum ption , and brand lo y a l  owners and 
brand sw itch ing  owners were found to  be  d i s t r ib u te d  e q u a lly  
among people of a l l  income l e v e ls .  No s ig n i f ic a n t  d i f f e r ­
ences were found between brand lo y a l  buyers and brand sw itch­
ing  buyers a t  d i f f e r e n t  income l e v e l s .
In  term s o f  the  income e x p e c ta tio n s  o f  th e  new c a r  
bu y ers , th e re  were no d if fe re n c e s  between brand lo y a l buyers 
and brand sw itch in g  buyers in  income e x p e c ta tio n s  fo r  those  
consumers who expected  no income in c re a s e , o r  income in ­
c re a se s  up to  30 p e rcen t o f  t h e i r  p re se n t income. However, 
th o se  consumers who expected la rg e  income in c re a s e s  over the  
nex t f iv e  y ea rs  (40 up to  60 p e rc e n t more) were a l l  under 25 
y e a rs  o ld  and were a l l  brand sw itc h in g  b u y e rs . While n o t 
many consumers expected  la rg e  income in c re a s e s ,  4.89 p e rcen t 
o f th e  consumers expected income in c re a s e s  o f  40 to  49 per­
cen t more; and 4 .35  p e rc en t expected income in c re a s e s  o f 50 
to  59 p e rcen t m ore. In  bo th  c a se s , th e re  was a s ig n if ic im t  
d if fe re n c e  from zero  a t  th e  .05 le v e l  o f  s ig n if ic a n c e  (z  = 
2 .0 5 > 1 .9 6 ; z  = 2 .17>  1 .9 6 ) .
Economic O utlook
F in a n c ia l  e x p e c ta tio n s  in  th e  model were hypothesized  
to  a f f e c t  th e  consum er's income e x p e c ta tio n s . To get some 
measure o f th e  economic o u tlo o k  as th e  consumer p e rce iv ed  i t ,  
and to  v e r ify  th e  p re v io u s ly  s ta te d  income e x p e c ta tio n s , the  
consumers were asked  to  th in k  back to  the  tim e when th ey
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purchased  t h e i r  au tom obiles and t r y  to  r e c a l l  t h e i r  expec­
t a t i o n s  w ith  r e s p e c t  to  f iv e  f a c to r s :  b u s in e ss  c o n d it io n s ,
household p r ic e s ,  income a f t e r  ta x e s , th e  p rev ious pu rchase  
o f  a  good c o s t in g  1200 o r  more d u rin g  the  l a s t  two m onths, 
and th e  planned purchase o f  a  good c o s t in g  $200 o r  more in  
th e  n e x t two m onths. There may be, o f  c o u rse , s e v e ra l  i n ­
h e re n t weaknesses in  th e se  ty p es  o f  q^uestions. F i r s t  i s  th e  
assum ption th a t  th e  responden ts in  t h i s  survey c o n sid e red  
th e  f iv e  f a c to r s  when they  were c o n s id e r in g  th e  purchase o f 
t h e i r  au tom obile . Second, th e  resp o n d en ts  may n o t be a b le  
to  a c c u ra te ly  r e c a l l  t h e i r  e x p e c ta tio n s  o f  th e se  f iv e  f a c to r s  
a t  th e  tim e they  purchased t h e i r  autom obixes. However, th e  
resp o n d en ts  appeared  to  have l i t t l e  d i f f i c u l t y  in  answ ering  
th e s e  q u e s tio n s . Whether th e  answ ers r e f l e c t  t h e i r  f e e l in g s  
concern ing  th e se  f a c to r s  a t  the  tim e o f  c a r  purchase i s  an­
o th e r  m a tte r .
The re a so n in g  fo r  th e  q u e s tio n s  was th a t  consumers 
when p lan n in g  th e  purchase o f  a  d u rab le  good such a s  an au to ­
m obile  would make th e  d e c is io n  n o t only  on th e  b a s is  o f  t h e i r  
p re s e n t  income, bu t on th e  b a s is  o f  th e  economic o u tlo o k  and 
t h e i r  own fu tu re  e x p e c ta tio n s  in  term s o f r e a l  d isp o sa b le  
income. The reaso n  fo r  t h i s  concern on th e  p a r t  o f  th e  con­
sumer about fu tu re  d isp o sa b le  income i s  th a t  most consumers 
f in an c e  th e  purchase o f  t h e i r  au tom obile  th rough  a bank o r  
loan  company. Thus, the  consumer c o n tin u es  pay ing  f o r  th e  
autom obile n o t only  a t  th e  tim e th a t  he ta k e s  p o sse ss io n  o f
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th e  c a r ,  bu t f o r  a  p e r io d  o f  two to  f iv e  y e a r s ,  depending 
upon th e  le n g th  o f  tim e f o r  which th e  c a r  i s  f in a n c e d . The 
r e s u l t s  o f  th e  q u e s tio n s  p resen te d  in  T ab le  3 a re  an ad­
d i t io n a l  in d ic a t io n  o f how th e  consumer th in k s  he f e l t  a t 
the  tim e th a t  th e  au tom obile  was pu rchased .
As can be seen  from T able  3» m ost o f  th e  new c a r  buyers 
though t th a t  b u s in e ss  c o n d itio n s  would improve o r  rem ain the  
same a t  th e  tim e th ey  purchased  t h e i r  au to m o b ile s . The t e s t s  
fo r  d if f e r e n c e s  in  th e  p o p u la tio n  param eters  re v e a le d  th a t  
s i g n i f i c a n t ly  more brand lo y a l  buyers though t th a t  business 
c o n d itio n s  would rem ain the  same (z  = 3 .89>  2 .5 7 ) , w hile  s ig ­
n i f i c a n t ly  more brand sw itch in g  buyers though t th a t  business  
c o n d itio n s  would improve (z  = 6 .8 9 ^ 2 .5 7 ) .  As was th e  case 
w ith  th e  p rev io u s  q u e s tio n  concern ing  income, s ig n i f ic a n t ly  
more brand sw itc h in g  buyers thought th a t  t h e i r  income a f t e r  
ta x e s  would in c re a s e  (z  = 8 .0 2 ^ 2 .5 7 ) .  A lthough an in fe re n c e , 
th e se  f in d in g s  su g g est t h a t  brand sw itch in g  consum ers may be 
more o p t im is t ic  concern ing  fu tu re  e a rn in g s  than  a re  brand 
lo y a l  consum ers. T h is supposed optim ism  abou t f u tu r e  income 
may be  a  f a c to r  in  t h e i r  brand sw itch in g  b e h av io r. No o th e r  
s ig n i f ic a n t  d if f e re n c e s  were found betw een brand lo y a l  and 
brand sw itc h in g  owners in  response  to  t h i s  q u e s tio n .
To see  i f  th e  consumers now p e rc e iv e d  c o n d itio n s  as 
be ing  d i f f e r e n t  from t h e i r  e x p e c ta tio n s  when th ey  purchased 
t h e i r  a u to m o b ile s , the  same s e t  o f  q u e s tio n s  was asked con­
ce rn in g  th e  c o n d it io n s  a f t e r  they  purchased  t h e i r  c a r s .  The
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TABLE 3
Consumer E x p ec ta tio n s  a t  th e  
Time o f  Purchase  o f  New C ar
F a c to r
E xpec ta tion
Sample
P e rc e n t
P o p u la tio n
E stim ate
BUSINESS CONDITIONS WILL:
D e c l i n e ................................................... 0 4 .89  ......... to 08.01
Remain th e  same .................. 58 .69  ......... . . . .  51.58 to 65.80
Improve ................................... 36 .41  . . . . . to 43.37
HOUSEHOLD PRICES WILL:
D ecline 00 .00  ......... . . . .  00.00
Remain th e  same .......................... 40 .76  . . . . . . . . .  33.67 to 47.85
In c re a se  .................................. 59 .24  ......... to 66.33
INCOME AFTER TAXES WILL:
D e c l i n e .................................... 08 .15  ......... to 12.09
Remain th e  same .................. 58 .70  ......... . . . .  51.59 to 65.81
TncT'PR'^p . . . . . . . . . . . . . . . . 33.15 ......... to 39.35
^200 GOOD PURCHASES DURING 
L a s t  TWO MONTHS:
Y 6 9  • • • • • • • • • • • • • • • • • • • • ♦ 32.61 ......... . . . .  25.83 to
to
39.39
74.17N o ............................................... 67.39 .........
PLAN PURCHASE OP i 200 GOOD:
Yes ............................................ 23 .91 .............. to 30.06
No . . . . . . . . . . . . . . . . . . . . . . 76.09  .............. t n  8 9 . 9 1
Source; Survey o f  Oklahoma C ity  New C ar Buyers
78
r e s u l t s  a re  g iven  in  T able 4.
By com paring th e  two t a b le s ,  we f in d  th a t  th e  only  
s ig n i f ic a n t  d if f e r e n c e s  occur in  th e  a re a s  o f  household 
p r ic e s  and income a f t e r  ta x e s . S ig n if ic a n t ly  more consumers 
expected  household  p r ic e s  to  rem ain th e  same a t  th e  tim e th a t  
th e y  purchased  t h e i r  c a r s ,  w h ile  th e se  same consumers f e l t  
t h a t  household p r ic e s  had r i s e n  s in c e  th e  purchase o f  t h e i r  
new c a r .  In  th e  case  o f  income a f t e r  ta x e s ,  s ig n i f ic a n t ly  
more consumers thought th a t  t h e i r  income would d e c lin e  a f t e r  
ta x e s  when th ey  purchased  t h e i r  c a r  th an  those  who sa id  t h e i r  
income a f t e r  ta x e s  had d e c lin e d  s in ce  th e  purchase o f t h e i r  
au tom obile .
The p sy c h o lo g ic a l V a riab le s
The l a s t  o f  th e  exogenous v a r ia b le s  thought to  a f f e c t  
th e  p o s t-d e c is io n  e v a lu a tio n  o f  th e  consumer was th e  person­
a l i t y  make-up o f  th a t  consumer. To determ ine i f  brand lo y a l 
buyers could  be d i f f e r e n t i a t e d  from brand sw itch ing  buyers 
by p e rs o n a l i ty  o r  p sy ch o lo g ica l v a r ia b le s  th e  Edwards P e r­
s o n a l i ty  P re fe re n c e  Schedule was ad m in iste red  to  each o f  the  
re sp o n d en ts . The Edwards P e rs o n a l i ty  t e s t  was chosen because
i t  had been u sed  p re v io u s ly  to  t e s t  p e rs o n a l i ty  t r a i t s  o f
15autom obile  b u y e rs , i t s  r e l a t i v e  ease in  a d m in is tra tio n  and 
i t s  s ta n d a rd iz a tio n .
^ ^ P ran k lin  B. Evans, " C o rre la te s  o f  Automobile Shop- 




Consumer P e rc e p tio n s  o f  C ond itions 
A f te r  Purchase o f New Car
C ondition
P e rc e p tio n
Sample
P e rcen t
P o p u la tio n  
E stim ate  i<>
BUSINESS CONDITIONS HAVE:
D eclin es ............................... . 09 .78  . . .
Remained th e  Same ............ . 51.63 . . . . .  48.96 to  63.30
Improved ............................... . 38.59 . . . . .  31.55 to  45.63
HOUSEHOLD PRICES HAVE:
D eclined  ............................... . 00 .00 . . . . .  00 .00
Remained th e  Same ............ . 23.91 . . . . .  17 .76  to  30.06
In c re ased  ............................... 76.09 . . . . .  69.94 to  82.20
INCOME APTER TAXES HAS:
D e c l in e d ................................. 17.93 . . . . .  12 .38  to  23.48
Remained th e  S am e........... .. 54.35 . . . . .  47 .16 to  61.45
I n c r e a s e d ............................... 27.72 . . . . .  21.25 to  34.19
APTER CAR PURCHASE $200 
GOOD PURCHASED:
Yes 45.65 . . . . .  38 .46 to  52 .84
No . . . . . . . . . . . . . . . . . . . . . 54.35 . . . . .  47.16 to  61.54
Source: Survey o f  Oklahoma C ity  New Car Buyers
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The p e r s o n a l i ty  t e s t  p u rp o rted  to  m easure the  fo llow ­
in g  p e r s o n a l i ty  needs:
1 . Achievement; The need to  do o n e 's  b e s t ,  to  ao - 
com plish  som ething o f  g re a t  s ig n if ic a n c e .
2 . D eference ; The need to  f in d  out what o th e rs  th in k ,  
to  accep t th e  le a d e rs h ip  o f  o th e r s .
3 . E x h ib it io n : The need to  say  w itty  and c le v e r  
th in g s ,  to  t a l k  about p e rso n a l achievem ents.
4 . Autonomy: The need to  be a b le  to  come and go as 
one d e s i r e s ,  to  say what one th in k s  about th in g s .
5 . A f f i l i a t i o n : The need to  be lo y a l  to  f r ie n d s , to  
make a s  many f r ie n d s  a s  p o s s ib le .
6 . I n t r a c e p t io n : The need to  an a ly ze  o n e 's  f e e l in g s  
and m o tives, to  analyze  th e  behav io r o f  o th e r s .
7 . Dominance: The need to  be a  le a d e r  in  the  groups 
to  which one be longs, to  t e l l  o th e rs  how to  do 
t h e i r  jo b s .
8 . Abasement: The need to  f e e l  g u i l ty  when one does 
som ething wrong, to  f e e l  i n f e r i o r  to  o th e rs  in  
m ost r e s p e c ts .
9 . Change: The need to  do new and d i f f e r e n t  th in g s ,  
to  p a r t i c ip a te  in  new fa d s  and fa sh io n s .
10 . A ggression : The need to  a t ta c k  c o n tra ry  p o in ts  o f  
view , to  g e t revenge f o r  i n s u l t s .
On th e  b a s is  o f  th e  s tu d ie s  p re se n te d  in  c h ap te r  th r e e ,  
i t  was hypo thesized  t h a t  s ig n i f ic a n t  d if fe re n c e s  would be 
found between brand lo y a l  buyers and brand sw itch in g  buyers 
in  c e r ta in  p e r s o n a l i ty  t r a i t s .  The p e r s o n a l i ty  t r a i t s  in  
which th e  b rand  lo y a l  buyers and th e  brand sw itch ing  buyers 
were though t to  d i f f e r  were A ggression , Change, and perhaps 
D eference . However, th e  r e s u l t s  were very  d isa p p o in tin g  in  
th a t  no s ig n i f ic a n t  d if f e re n c e s  cou ld  be found between brand
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lo y a l  buyers and brand sw itch in g  buyers a t  e i th e r  th e  .01 
le v e l  o r  th e  .05 le v e l  in  any o f  th e  te n  .v a ria b le s  t h a t  th e  
t e s t  m easured.
Although th e  r e s u l t s  were d is a p p o in tin g , th e  la c k  o f 
s ig n i f ic a n t  d if f e re n c e s  in  p e r s o n a l i ty  t r a i t s  was n o t  too  
s u r p r i s in g .  Evans^^ in  h is  s tu d y  f a i l e d  to  f in d  any s i g n i f i ­
c a n t d i f f e re n c e s  between Ford and C h ev o rle t owners. As 
Brody and Cunningham p o in t  ou t
Many peop le  in  m arke ting  have th e o r iz e d  
th a t  p e r s o n a l i ty  should  be r e l a t e d  to  th e  con- 
sum er-decis ion  p ro c e ss . Thus consumers w ith  
v a rio u s  p e rs o n a l i ty  p r o f i l e s  would be more o r  
l e s s  l i k e l y  to  be brand lo y a l ,  pu rchase  spec­
i f i c  s ty l e s  o r  c o lo r s ,  p r e f e r  c e r t a in  brand 
o r  s to r e s ,  o r  e x h ib i t  o th e r  p e r s i s t e n t  be­
h a v io r  p a t t e r n s .  However, a tte m p ts  to  docu­
ment th e s e  r e la t io n s h ip s  have n o t been n o ta b ly  
su c c e s s fu l and th e re  i s  a  growing f e e l in g  t h a t  
th e  s tu d y  o f  p e r s o n a l i ty  i s  l i k e l y  to  p rov ide  
l i t t l e  in s ig h t  beyond j ^ t  p rov ided  by stan d ­
a rd  démographie data.'*’ '
There were some d if fe re n c e s  a t  low er le v e ls  o f  s ig ­
n if ic a n c e  but th e  design  o f th e  s tudy  was n o t  to  draw in f e r ­
ences co n ce rn in g  th e  p o p u la tio n  p aram eters  when d if fe re n c e s  
between th e  sample v a r ia b le s  o f  th a t  m agnitude cou ld  occu r 
p u re ly  by chance f iv e  o r  more tim es ou t o f a  hundred. T h is 
i s  n o t to  say t h a t  th e re  a re  no d if f e re n c e s  in  th e  p e r s o n a l i ty
l ^ibid.
1 7 Robert P . Brady and S c o tt  M. Cunningham, "Person­
a l i t y  V a ria b le s  and th e  Consumer D ecis io n  P ro c e s s ,"  R e se y c h  
in  Consumer B eh av io r, e d . ,  K o l la t ,  B lackw ell and Engel (New 
York: H o lt, k in e h a r t  and W inston, I n c . ,  1970), p . 156 .
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t r a i t s  between brand  lo y a l  and brand sw itch ing  b u y e rs , bu t 
m ere ly  th a t  th e  in strum en t chosen to  m easure th e se  d i f f e r ­
ences was n o t  cap ab le  o f m easuring th e s e  d if fe re n c e s  w ith  a  
l e v e l  o f s o p h is t ic a t io n  th a t  would le a d  to  s ig n i f ic a n t  d i f ­
fe re n c e s  a t  th e  *05 o r  .01 l e v e l  o f  s t a t i s t i c a l  s ig n i f ic a n c e .  
N e v e r th e le s s , f o r  th e  purposes o f  t h i s  s tu d y , i t  m ust be 
s a id  th a t  no s ig n i f ic a n t  d if f e re n c e s  e x is t  in  th e  p e r s o n a l i ty  
t r a i t s  between brand  lo y a l buyers and brand sw itch in g  buyers 
a s  measured by th e  Edwards T e s t .
The D ecision
The p rec ed in g  exogenous v a r ia b le s  a f fe c te d  o n ly  th e  
consum er's p o s t-d e c is io n  e v a lu a tio n . The exogenous v a r ia b le s  
p re se n te d  in  th e  fo llo w in g  s e c t io n  were hypo thesized  to  a f ­
f e c t  b o th  th e  consum er's p o s t-d e c is io n  e v a lu a tio n , which in  
tu rn  a f f e c t s  th e  consum er's d e c is io n , and th e  d e c is io n  p ro ­
c ess  i t s e l f .  There a re  a  g re a t  many r e s u l t s  to  be p re se n te d  
in  t h i s  s e c t io n .  F o r ease  o f  p re s e n ta t io n ,  th e  exogenous 
v a r ia b le s  and t h e i r  e f f e c t  on th e  endogenous v a r ia b le  o f  de­
c is io n  w i l l  a t  f i r s t  be examined s e p a ra te ly ,  and th en  
c o l l e c t iv e ly .
Communications w ith  th e  New C ar Salesman
One o f  th e  exogenous v a r ia b le s  t h a t  was thought to  
a f f e c t  b o th  th e  consum er's d e c is io n  and h i s  p o s t d e c is io n  
e v a lu a tio n  was th e  communications t h a t  th e  consumer had w ith  
th e  new c a r  salesm an b e fo re  and a f t e r  th e  purchase o f  th e
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c a r .  In  d e a lin g  w ith  th e  consum er's d e c is io n  to  buy a new 
c a r ,  th e re  a re  a e tu e d ly  th r e e  d e c is io n s  f o r  the  consumer to  
make, The consumer must decide  when to  buy the  c a r ,  where 
to  buy th e  c a r ,  and th e  make and model o f  autom obile to  pu r­
c h a se . In  some c a se s  th e  th re e  d e c is io n s  could  be se p a ra te d  
by th e  resp o n d en t, and in  some case s  th e  d e c is io n s  o ccu rred  
s im u ltan eo u sly  and canno t be se p a ra te d .
In  th e  s u r v ^ ,  32.06  p e rcen t o f  th e  consumers s a id  
t h a t  having a  f r ie n d  a t  th e  d e a le rsh ip  was an im portan t o r  
a  very  im portan t reaso n  to  purchase a  new c a r  w ithou t r e f ­
e rence  to  make o r  m odel. Among t^ o se  consumers who sa id  a  
f r ie n d  a t  th e  d e a le rs h ip  was im portan t o r  a  very  im portan t 
f a c to r  in  t h e i r  d e c is io n  '  buy a  new c a r ,  th e re  were s ig ­
n i f i c a n t l y  more brand lo y a l  owners than  brand sw itch ing  
owners (z  = 6 ,9 3 ^ 2 .5 7 ) .  T h is  f in d in g  su g g ests  th a t  brand 
lo y a l  d e a le rs  o f te n  r e tu r n  to  th e  same " fr ie n d "  a t  the  
d e a le rs h ip  to  purchase t h e i r  c a r s .
When asked i f  hav ing  a  f r ie n d  a t  th e  d e a le rsh ip  was 
an im portan t o r  very  im p o rtan t reason  in  th e  purchase o f  th e  
p a r t i c u l a r  make and model o f  t h e i r  au tom obile , 25.54 p e rc en t 
o f  th e  custom ers s a id  t h a t  a  f r ie n d  a t  th e  d e a le rsh ip  was 
im p o rtan t o r  very  im p o rta n t. Again, s ig n i f ic a n t ly  more brand 
lo y a l  owners though t t h a t  having a  f r ie n d  a t  th e  d e a le rs h ip  
was im portan t o r  very  im p o rtan t (z  = 2 .704>  1 .9 6 ) . Thus, 
th e  d e a le rs h ip , a s  in d ic a te d  by e a r l i e r  ev idence , again  ap­
p e a rs  im portan t in  b rand lo y a l  b eh av io r.
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In  th e  su rvey , 36.41 p e rc e n t o f  th e  consumers sa id  
they  f e l t  t h a t  salesm an h e lp ed  them in  t h e i r  d e c is io n  to  pur­
chase a  new c a r ,  and an a d d it io n a l  09.04 p e rcen t o f  the  con­
sumers s a id  th a t  th e  new c a r  salesman had p robably  helped  
them in  t h e i r  d e c is io n  a s  to  which new c a r  to  pu rchase . 
S ig n if ic a n t ly  more brand sw itch in g  owners s a id  th a t  th e  new 
c a r  salesm an he lped  them in  t h e i r  d ec is io n  more th an  did th e  
brand lo y a l owners (z  = 4 .3 0 r> 2 .5 7 ). Thus, i t  ap p ears  th a t  
th e  new c a r  salesm an does e x e r t  in f lu e n c e s  o v e r th e  consumer 
d e c is io n  p ro ce ss . The r e s u l t s  o f  the su rvey  suggest th a t  f o r
brand lo y a l  owners th e  new c a r  sa lesm an 's  in f lu e n c e  works
m ainly through th e  mechanism o f  p d a t-d e c is io n  e v a lu a tio n  and 
th en  to  th e  d e c is io n  p ro c e ss ; w h ile  in th e  case  o f  th e  brand 
sw itch in g  buyer, th e  in f lu e n c e  o f  the  salesm an ap p ears  to  
a f f e c t  th e  d e c is io n  p ro cess  d i r e c t l y ,  o r  a t  l e a s t  more d i­
r e c t ly  than  in  th e  case  o f  th e  brand lo y a l  buyer.
Mass Communications
Another v a r ia b le  th a t  was hypo thesized  to  a f f e c t  both 
th e  consumer’ s p o s t d e c is io n  ev a lu a tio n  and h i s  a c tu a l  de­
c is io n  to  purchase h i s  new c a r  was mass com m unications, bo th
in  th e  form o f  a d v e r t is in g  and n o n -a d v e r tis in g . As one
m easure o f  th e  e f fe c t iv e n e s s  o f  a d v e r t is in g , th e  new c a r  
buyers were asked to  f i l l  in  th e  blanks on se v e ra l autom obile 
slogans u s in g  unaided  r e c a l l .  As can be seen from T able 5 
th e re  appears to  be l i t t l e  re la t io n s h ip  between id e n t i fy in g
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ïiLBLB 5
Consum er's Unaided H eca ll o f 
V arious Brands o f  Autom obile S logans
Automobile P e rce n t Owning 
Type o f C ar
P e rcen t R eca ll 
o f  Car Slogan
C hev ro le t 26.10 72.83
Plym outh 4.90 36.41
C a d illa c 3.80 3.26
Ford 21.74 5 .44
Dodge 2.17 85.71
Mercury 1.63 0 .5 4
MG 1.09 1 .09
L in co ln 2.17 9 .24
Jag u ar 0 .5 4 8.69
Source: Survey o f Oklahoma C ity  New Car Buyers
th e  c a r  slogan  and ownership o f  th e  au tom o b ile . The co­
e f f i c i e n t  o f  c o r r e la t io n  between be ing  a b le  to  com plete th e  
c a r  slogan  u s in g  unaided r e c a l l  and ow nership o f th e  c a r  was 
• 37 ( r  = .3 7 ) .  T h is g iv es  a  c o e f f i c i e n t  o f  d e te rm in a tio n  o f 
.137 , which means th a t  rough ly  14 p e rc e n t o f  th e  a s s o c ia t io n  
between a consumer being a b le  to  id e n t i f y  a  c a r  slogan  and 
owning th a t  b rand  o f  c a r  can be ex p la in ed  by being  a b le  to  
id e n t i f y  th e  autom obile  s lo g an .
In  o rd e r  to  determ ine what o th e r  e f f e c t s  a d v e r t is in g
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m ight h a re  on th e  p o te n t ia l  new c a r  consum er, th e  respond­
e n ts  were asked i f  they  r e c a l le d  u s in g  a d e a l e r 's  newspaper 
ad v ertisem en t a s  a  s p e c i f ic  in fo rm a tio n  so u rc e . Only 13.58 
p e rc en t o f  th e  re sp o n d en ts  in  th e  su rvey  co u ld  r e c a l l  u s in g  
a  dealer*  s a d v ertisem en t as an in fo rm atio n  so u rc e . Among 
consumers who d id  use  a d e a l e r 's  new spaper a d v e rtisem en t as 
an in fo rm a tio n  so u rc e , th e re  was no s ig n i f i c a n t  d if fe re n c e  
in  the  number o f  b rand sw itc h in g  and brand lo y a l  owners.
The a d v e r t is in g  o f  th e  autom obile  m an u fac tu re rs  
a p p a re n tly  has l e s s  e f f e c t  th an  th a t  o f  th e  lo c a l  autom obile 
d e a le r s .  Only 4 .P9  p e rc e n t o f  the  re sp o n d en ts  sa id  th a t  they  
v i s i t e d  a  d e a l e r 's  showroom because o f  a m a n u fa c tu re r 's  ad­
v e rtise m e n t. As was th e  case  w ith  th e  d e a l e r 's  a d v e r t is e ­
m ent, th e re  was no s ig n i f ic a n t  d if fe re n c e  in  th e  number o f 
brand sw itch in g  owners and th e  number o f  brand lo y a l  owners 
who sa id  th ey  had v i s i t e d  a  d e a le r 's  showroom because o f  a 
m a n u fa c tu re r 's  a d v e rtis e m e n t.
The m a jo r ity  o f  th e  re sp o n d en ts , 63.57 p e rc e n t, sa id  
th ey  though t th a t  a d v e r t is in g  was e q u a lly  a s  b e lie v a b le  as 
o th e r  a d v e r t is in g  f o r  expensive goods. S ig n i f ic a n t ly  more 
brand lo y a l  b u y ers  though t th a t  au tom obile  a d v e r t is in g  was 
e i th e r  more b e lie v a b le  ( z  = 5 .4 5 > 2 .5 7 ) ,  o r  a s  e q u a lly  be­
l i e  veab le  a s ,  o th e r  a d v e r t is in g  fo r  expensive  goods ( z  = 
5 .5 8 > 2 .5 7 ) .  T hus, w h ile  most o f  th e  consum ers co n sid ered  
a d v e r t is in g  to  be as b e lie v a b le  as o th e r  ty p es  o f  a d v e r t is ­
in g , th e  brand lo y a l  buyers tended to  g iv e  autom obile
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a d v e r t is in g  a  h ig h e r  r a t i n g .  The sample p e rc e n ts  and e s t i ­
m ations o f th e  p o p u la tio n  param eters a re  g iven in  T ab le  6,
TABLE 6
B e l ie v a b i l i ty  o f  Automobile A d v e rtis in g  
Versus O ther A d v e rtis in g  fo r  Expensive 
Goods a s  P e rce iv ed  by th e  Consumer
R ating  Sample P o p u la tio n
P e rcen t E stim a te  i>
More B e l i e v a b le ...........................  08.69 . . . .  0 4 .6 2  to  13.31
Somewhat More B e liev a b le  . . . .  17.93 . . . .  12 .39  to  23.47
E q u ally  B e liev a b le    63.57 . . . .  56 .71  to  70.53
Somewhat L ess B e liev a b le  . . . .  02.72 . . . .  00 .39  to  05.05
Much Less B e l i e v a b l e ................  07.07 . . . .  03*33 to  10.81
Source: Survey o f  Oklahoma C ity  New Car Buyers
A d v e rtis in g  fo r  new c a rs  was a lso  compared w ith  o th e r  
a d v e r t is in g  f o r  expensive goods in  term s o f  th e  in fo rm a tio n  
v a lu e  co n ta in ed  in  the  a d v e r t is in g .  Again th e  m a jo r ity  o f  
th e  responden ts in  th e  su rv ey , 58,69 p e rc e n t, th o u g h t t h a t  
au tom obile a d v e r t is in g  was eq u a lly  a s  in fo rm a tiv e  as o th e r  
ty p e s  o f  a d v e r t is in g .  S ig n if ic a n t ly  more brand sw itch in g  
buyers thought autom obile a d v e r t is in g  was more in fo rm a tiv e  
( z  = 3 .1 9 > 2 .5 7 ) .  Thus, w h ile  s ig n i f ic a n t ly  more brand lo y a l 
owners sa id  th a t  th ey  th o u g h t th a t  a d v e r t is in g  f o r  a u to ­
m obiles was more b e lie v a b le  than  a d v e r t is in g  f o r  o th e r
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expensive goods, s ig n i f i c a n t ly  more brand sw itch in g  owners 
though t th a t  au tom obile  a d v e r t is in g  was more in fo rm a tiv e  
than  o th e r  ty p e s  o f  a d v e r t is in g .  T h is  m ight suggest th a t  
brand sw itc h in g  consumers u se  a d v e r t is in g  as an in fo rm ation  
source w ith  re fe re n c e  to  au tom ob iles.
In  a d d it io n  to  a d v e r t is in g ,  th e  consum ers' use o f 
o th e r  form s o f  mass comm unications was in v e s t ig a te d . Appar­
e n tly  new c a r  buyers r e ly  more on ad v e rtisem en ts  f o r  in fo r ­
m ation th an  was o r ig in a l ly  h y p o th esized  in  b u ild in g  the  
model. Only 4 .89  p e rcen t o f  th e  responden ts re p o r te d  rea d ­
in g  such au tom otive  m agazines a s  Car and D riv er o r  Road and 
T rack . A few more re sp o n d en ts , 14.37 p e rc e n t, s a id  th a t  
they  read  more g e n e ra l m agazines th a t  d e a l t  w ith  autom otive 
r e p o r ts  such as Consumer R eports  o r  Changing Tim es. Although 
14.37  p e rc e n t o f  th e  consumers sa id  t h a t  they  read  such gen­
e ra l  n a tu re  m agazines, on ly  3 .8  p e rc en t o f  the  consumers sa id  
th a t  they  used  th e s e  m agazines a s  in fo rm atio n  sou rces when 
th ey  purchased  t h e i r  new c a r .  A lthough s ig n i f ic a n t ly  more 
brand lo y a l  owners sa id  th a t  th ey  rea d  th e se  g e n e ra l n a tu re  
m agazines (z  = 3 .1 2 > 2 .5 7 ) ,  no s ig n i f ic a n t  d if fe re n c e  could  
be found between th e  numbers o f  brand lo y a l  owners and th e  
numbers o f  brand sw itch in g  owners who s a id  th a t  they  used 
th e s e  m agazines a s  in fo rm a tio n  sou rces when p u rchasing  t h e i r  
c a r .
In  th e  su rv ey , consumers were g iven  se v e ra l reasons 
fo r  p u rch asin g  a  new c a r  and asked to  r a t e  th e  im portance of
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each reason  in  t h e i r  d e c is io n  to  purchase a  new ca r on a 
f iv e -p o in t  s c a le .  Automobile a d v e r t is in g  was ra te d  a s  un­
im portan t o r  n o t v e ry  im portan t by 79.36 p e rc e n t o f  th e  r e ­
spondents in  th e  su rv ey , and none o f  th e  responden ts gave 
a d v e r t is in g  a s  b e in g  very  im portan t in  th e  purchase o f  t h e i r  
new c a r . A d v e rtis in g  was g iven  a r a t i n g  o f  im portant by 
14.67 p e rcen t o f  th e  consumers in te rv ie w e d ; and among th ese  
consum ers, th e re  were s ig n i f ic a n t ly  more brand lo y a l owners 
than  brand sw itc h in g  owners (z  = 2 .1 4 > -1 .9 6 ). The rem aining
5 .98  p e rcen t o f th e  re sp o n d en ts  in  th e  survey  ra te d  a d v e r t is ­
in g  a s  be ing  somewhat im p o rtan t.
A lte rn a tiv e s  A v a ila b le
An a d d i t io n a l  v a r ia b le  in  th e  hypothesized  model o f 
new c a r  buying b e h av io r i s  th e  range o f  a l t e r n a t iv e s  a v a i l ­
ab le  to  th e  consumer in  term s o f  p r ic e  and s ty l in g .  In  o rd e r  
to  determ ine th e  e f f e c t  o f th e se  a l t e r n a t iv e s  on th e  con­
sum er's  d e c is io n  to  purchase a  new c a r  and th e  model o f c a r  
to  pu rchase , th e se  a l t e r n a t iv e s  were g iven  a s  reasons to  pu r­
chase a new c a r  a lo n g  w ith  s e v e ra l  o th e r  probable reaso n s 
f o r  th e  purchase o f  a  new c a r .  The consumers were asked to  
r a t e  th e  im portance o f  each reason  on a  f iv e -p o in t  s c a le  w ith  
re s p e c t  to  t h e i r  d e c is io n  to  purchase a  new c a r  and t h e i r  
d e c is io n  to  pu rchase  th e  b rand o f au tom obile  they purchased .
The p r ic e  o f fe re d  by th e  d e a le r  was given a s  a  very 
im portan t reason  by 40.76 p e rc en t o f  th e  consumers. Among
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th e s e  consumers who s a id  p r ic e  was very  im portan t in  t h e i r  
d e c is io n  to  pu rchase  a  new c a r , th e re  were s ig n i f i c a n t ly  
more brand lo y a l  consumers than  brand sw itc h in g  consumers 
( z  = 6 .1 3 -> 2 .5 7 ). An a d d it io n a l  23.37 p e rcen t o f  th e  con­
sumers s a id  p r ic e  was im portan t in  t h e i r  d e c is io n  to  pu r­
chase  a  new c a r ,  w h ile  21.74 p e rcen t o f  the  consumers sa id  
t h a t  p r ic e  was somewhat im portant in  t h e i r  d e c is io n  to  pur­
chase  a  new c a r .  Only 14.33 p e rcen t o f  the  consumers sa id  
p r ic e  was un im portan t o r  no t very im portan t in  t h e i r  d e c is io n  
to  purchase a new c a r .
With re fe re n c e  to  the  p a r t i c u l a r  model and make of 
au tom obile  th a t  th ey  purchased , 36.96 p e rc e n t o f  th e  con­
sumers s a id  t h a t  an a t t r a c t i v e  p r ic e  o ffe re d  by th e  d e a le r ­
sh ip  was a very  im p o rtan t reason in  t h e i r  d e c is io n  to  pur­
chase  t h a t  p a r t i c u l a r  brand  o f  c a r .  Again, th e re  were s ig ­
n i f i c a n t l y  more brand lo y a l  consum ers in  t h i s  group th a n  
brand sw itch in g  consumers (z  = 5 .6 6 > 2 .5 7 ) .  An a d d it io n a l
30 .98  p e rc en t o f  th e  consumers sa id  th a t  p r ic e  was an im port­
a n t  reason  in  th e  purchase  o f t h e i r  c a r .  As was t r u e  fo r  
th e  o th e r  two g roups, th e re  were ag a in  s ig n i f i c a n t ly  more 
brand  lo y a l  owners in  t h i s  group (z  = 3 .9 7 > 2 .5 7 ) .  The 
ap p aren t im portance o f  th e  p r ic e  to  th e  brand lo y a l  owner 
f i t s  in  n ic e ly  w ith  th e  f a c t  th a t  s ig n i f ic a n t ly  more brand 
lo y a l  buyers v i s i t e d  more than  one d e a l e r 's  showroom p r io r  
to  th e  purchase o f  t h e i r  autom obile (& = 3 .3 6 > 2 .5 7 ) .  
A pparen tly , brand  lo y a l  buyers tend  to  decide on th e  make
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and model o f  c a r  th ey  want to  purchase and th en  shop d e a le rs  
to  o b ta in  th e  b e s t  p r ic e .
The p r ic e  o f fe re d  by th e  d e a le r s h ip  was r a te d  as 
somewhat im p ô rtan t by 16.75 p e rc e n t o f  th e  re sp o n d en ts , and 
th e r e  was no s ig n i f ic a n t  d if fe re n c e  betw een th e  numbers o f  
brand sw itc h in g  consumers and brand lo y a l  consumers among 
th e s e  re sp o n d e n ts . The r e s t  o f  th e  consum ers (83.255^) sa id  
p r ic e  was un im portan t in  t h e i r  d e c is io n  to  buy t h e i r  make 
and model o f  au tom ob ile . As cou ld  be expected  from th e  p re ­
v ious f in d in g s , th e re  were s ig n i f i c a n t ly  more brand  sw itch ­
in g  buyers th an  brand lo y a l  buyers in  t h i s  group.
A nother v a r ia b le  i s  th e  appearance  o f th e  au tom obile . 
The m a jo r ity  o f  new c a r  buyers , 77.17 p e rc e n t, s a id  th a t  they  
though t t h a t  th e  appearance o f  th e  new c a r s  was an im portan t 
o r  very  im p o rtan t reason  in  t h e i r  d e c is io n  to  buy a new c a r .  
There were s ig n i f i c a n t ly  more brand lo y a l  owners th an  brand 
sw itc h in g  owners th a t  s a id  th a t  th e  appearance o f  th e  new 
d a rs  was an im p o rtan t o r very im p o rtan t f a c to r  in  t h e i r  de­
c is io n  to  buy a  new c a r  (z  = 6 .4 9 > 2 .5 7 ) .  Of th e  buyers who 
th o u g h t appearance  was im portan t o r  v e ry  im p o rtan t, 27.17 
s a id  appearance was very  im p o rtan t, w h ile  th e  rem ain ing  p e r­
c e n t s a id  t h a t  appearance was im p o rta n t. There was no s ig ­
n i f i c a n t  d i f fe re n c e  between th e  number o f  brand lo y a l  buyers 
and th e  number o f  brand sw itch in g  bu y ers  who though t th a t  
appearance was im portan t (z  = 1 .6 7 '< 1 .9 6 ) .  Of th e  rem ain ing  
consum ers, 13 .58  p e rcen t thought t h a t  appearance  was somewhat
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im p o rtan t; 4.35 p e rc e n t though t th a t  appearance was n o t  very 
im p o rtan t; and 4 .5 1  p e rc e n t o f  the  consumers s a id  th a t  the  
appearance o f  th e  new c a rs  was un im portan t in  t h e i r  d e c is io n  
to  purchase a  new au tom ob ile .
T h ir ty - s ix  p e rc e n t o f  th e  consumers in  th e  su rvey  sa id  
t h a t  th e  s ty l in g  o f  th e  model o f  autom obile  th ey  purchased 
was a very  im p o rtan t f a c to r  in  t h e i r  s e le c t io n  o f  t h a t  make 
and m odel. T here were s ig n i f ic a n t ly  more brand loyeil owners 
t h a t  he ld  t h i s  o p in io n  concern ing  s ty l in g  than  brand sw itch­
in g  owners (z  = 2 .5 9 ^ 1 .9 6 ) .  S l ig h t ly  l e s s  th an  h a l f  o f th e  
re sp o n d en ts , 40 .76  p e rc e n t, s a id  t h a t  s ty l in g  was an im port­
a n t  reaso n  in  th e  s e le c t io n  o f  t h e i r  au tom ob ile ; bu t th e re  
was no s ig n i f ic a n t  d if fe re n c e  in  th e  number o f  brand lo y a l  
owners and th e  number o f  brand sw itch in g  owners th a t  f e l t  
t h a t  s ty l in g  was an im p o rtan t reason  in  the  s e le c t io n  o f 
t h e i r  p a r t i c u l a r  au tom ob ile .
Thus, th e  f a c to r s  o f  th e  c a r 's  p r ic e  and s ty l in g  are  
p e rce iv ed  by th e  new c a r  consumer a s  b e in g  very  im portan t o r 
im portan t in  t h e i r  d e c is io n  to  pu rchase  a  new c a r  and in  th e  
d e c is io n  as to  what new c a r  th ey  should  p u rch ase . Approxi­
m ately  64 p e rc e n t o f th e  consumers s a id  th a t  p r ic e  was an 
im portan t o r a  v e ry  im p o rtan t f a c to r  in  t h e i r  d e c is io n  to  
buy a new c a r ;  and about 68 p e rcen t o f  the  consumers sa id  
p r ic e  was a v e ry  im p o rtan t o r  im portan t f a c to r  in  th e  de­
c is io n  as to th e  c a r  to  buy. The s ty l in g  o r  appearance of 
th e  new c a rs  was e i t h e r  very  im p ortan t o r  im p o rtan t to  about
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77 p e rc e n t o f  th e  consumers in  t h e i r  d e c is io n  to  buy a  new 
c a r ,  and app rox im ate ly  77 p e rcen t o f  th e  consumers sa id  th a t  
s t y l in g  was e i t h e r  a  very  im portan t o r  im portan t f a c to r  in  
t h e i r  d e c is io n  a s  to  which c a r  to  buy. T h ere fo re , p r ic e  and 
s t y l in g  become th e  most im portan t v a r ia b le s  a s  p e rc iev ed  by 
th e  consumer th u s  f a r .
A d d itio n a l V a ria b le s
In  a d d it io n  to  th e  v a r ia b le s  hypo thesized  in  new c a r  
buying b e h a v io r , i t  was thought t h a t  th e r e  might be o th e r  
v a r ia g le s  o r rea so n s  as to  why peop le  d ec id e  to  purchase a 
new c a r  and why th ey  choose th e  make and model th a t  th e y  buy. 
F or th e  most p a r t ,  th e  v a r ia b le s  a lre a d y  inc luded  in  th e  
model were th e  v a r ia b le s  most m entioned by th e  respondents 
in  t h i s  s tu d y .
One o f  th e  v a r ia b le s  th a t  appeared  to  be im portan t in  
th e  d e c is io n  to  purchase  a  new c a r ,  and one which was n o t in ­
c luded  d i r e c t l y  in  th e  o r ig in a l  m odel, was th e  f a c t  th a t  th e  
consum er's  p re v io u s  c a r  needed c o s t ly  r e p a i r s ,  o r a t  l e a s t  
th e  consumer p e rc e iv e d  th a t  h is  o ld  c a r  needed c o s t ly  r e p a i r s .  
Of th e  re sp o n d e n ts  surveyed , 33*15 p e rc e n t s a id  th a t  c o s t ly  
r e p a i r s  were a  v e ry  im portan t f a c to r  in  t h e i r  d e c is io n  to  
pu rchase  a  new c a r .  An a d d it io n a l  26.63 p e rc en t sa id  th a t  
r e p a i r s  were an im p o rtan t f a c to r  in  t h e i r  d e c is io n  to  buy a  
new c a r .  T hus, w h ile  r e p a i r s  on th e  t r a d e d - in  c a r  a re  in ­
d i r e c t l y  in c lu d e d  in  th e  m echanical r e l i a b i l i t y  o f the  o ld
94
c a r  and th e  q u a l i ty  o f  th e  d e a le rs h ip  s e rv ic e ,  th e  f a c t  t h a t  
alm ost 60 p e rcen t o f  th e  resp o n d en ts  sa id  th a t  t h i s  was an 
im portan t o r  very im portan t reason  in d ic a te s  t h a t  th is  v a r i ­
a b le  should  be in c lu d ed  as  a  se p a ra te  v a r ia b le  in  the  new 
c a r  buyer b ehav io r model*
Another v a r ia b le  th a t  was n o t in c lu d ed  in  the  o r ig in a l  
v a r ia b le s  was th e  consum er's  need fo r  a  second c a r .  About 
one fo u r th , 27.17 p e rc e n t , o f  th e  responden ts in  the  su rvey  
s a id  t h i s  need fo r  a  second c a r  was e i th e r  an im portan t o r  
very im portan t f a c to r  in  t h e i r  d e c is io n  to  pu rchase  a new 
c a r .  T h is  f a c to r  should  be in c lu d ed  in  th e  re v is e d  m odel, 
e s p e c ia l ly  s in c e  i t  i s  h ig h ly  s ig n i f ic a n t  in  term s of th e  
number o f brand lo y a l  owners g iv in g  t h i s  a s  a reason  compared 
to  th e  brand sw itch in g  owners (z  = 1 3 .1 3 ^ 2 .5 7 ) .
The p e r io d ic  purchase  o f  an autom obile  a t  in te r v a ls  
o f one, two, th r e e ,  o r  fo u r  y e a rs  o r  lo n g e r i s  a p p a re n tly  
n o t an im portan t v a r ia b le  in  the  consum er's d e c is io n  to  pu r­
chase a  new c a r .  Only 8 .79  p e rc en t o f  th e  consumers s a id  
t h i s  was a  very  im p o rtan t reason  in  t h e i r  d e c is io n  to pur­
chase a  new c a r ,  w h ile  77 .71  p e rc en t o f th e  custom ers sa id  
th a t  th e  p e r io d ic  pu rchase  o f  an autom obile  was e i th e r  un­
im portan t o r  n o t very  im p o rtan t in  t h e i r  d e c is io n  to  purchase  
a  new c a r .
A nother v a r ia b le  t h a t  was n o t d i r e c t ly  considered  
except in  th e  p sy c h o lo g ic a l v a r ia b le s  was th e  need  f o r  change 
fo r  ch an g e 's  sake . A lthough no s ig n i f ic a n t  d if fe re n c e  cou ld
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be foimd betw een brand lo y a l  buyers and b rand  sw itch in g  
buyers in  th e  l e v e l  o f  t h e i r  need fo r  change, 35.94- p e rcen t 
o f  th e  re sp o n d en ts  s a id  th a t  be ing  t i r e d  o f  t h e i r  o ld  c a r  
was a  very  im p o rtan t reaso n  in  t h e i r  d e c is io n  to  purchase a 
new c a r .  Among t h i s  group, th e re  were s ig n i f i c a n t ly  more 
brand sw itc h in g  buyers than  brand lo y a l  b u y e rs . The d i f f e r ­
ence i s  s i g n i f i c a n t  beyond th e  .0001 le v e l  which means a  
d if fe re n c e  t h i s  la r g e  could  occur by chance l e s s  than  once 
in  te n  thousand  tim es ( z  = 1 0 .0 2 > 2 .5 7 ) .
In  term s o f  why consumers purchased  th e  p a r t i c u l a r  
make and model th e y  d id  purchase, s e v e ra l v a r ia b le s  were 
in tro d u c ed  th a t  were in d i r e c t ly  in c lu d ed , bu t n o t e x p l i c i t ly  
l i s t e d .  One o f  th e se  v a r ia b le s  was th e  consum er's  p a s t  ex­
p e rien ce  w ith  th e  d e a le rs h ip . T h is v a r ia b le  i s  in c lu d ed  in  
p a r t s  o f  two o th e r  v a r ia b le s  l i s t e d  in  th e  model: th e  qua l­
i t y  o f  d e a le r s h ip  s e rv ic e  th e  consumer has rec e iv e d  on h is  
autom obile and th e  consum er's communications w ith  th e  new 
c a r  salesm an. The consum er's p rev ious ex p erien ce  w ith  th e  
d e a le rs h ip  was p e rc e iv e d  a s  being  very  im p o rtan t by 28.26 
p e rc e n t o f  th e  re sp o n d e n ts . W ithin t h i s  group th e re  was a  
s ig n i f i c a n t ly  g r e a t e r  number o f  brand lo y a l  buyers ( z  = 2.94 
'> 2 ,5 7 ) .  An a d d i t io n a l  13.04 p e rcen t o f  th e  resp o n d en ts  s a id  
th a t  p rev io u s  e x p e rien c e  w ith  th e  d e a le rs h ip  was im p o rtan t, 
and th e se  re sp o n d en ts  were a l l l  brand lo y a l  ow ners. These 
f in d in g s  compare fav o ra b ly  w ith  th e  e a r l i e r  f in d in g s  on th e  
consum er's r a t i n g s  o f  th e  q u a l i ty  o f  th e  d e a le rs h ip  s e rv ic e
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th a t  th ey  were re c e iv in g .
A nother v a r ia b le  t h a t  corresponds c lo s e ly  w ith  a  
v a r ia b le  in c lu d ed  in  th e  model is  th e  consum er's ex p e rien ce  
w ith  h is  p rev io u s  c a r  and th e  l i s t e d  model v a r ia b le  o f  mech­
a n ic a l  r e l a i b i l i t y  o f  th e  au tom obile . Almost h a l f ,  45.65 
p e rc e n t, o f th e  re sp o n d en ts  sa id  t h a t  p rev io u s  experience  
w ith  th e  same make o f  au tom obile  was a very  im p o rtan t f a c to r  
in  th e  s e le c t io n  o f  t h e i r  p resen t p a r t i c u la r  make o f  au to ­
m o b ile . As could  be ex p ed ted , th ere  were s ig n i f i c a n t ly  more 
brand lo y a l  owners th an  b ran d  sw itching  owners g iv in g  p re ­
v ious experience  w ith  th e  same make o f  au tom obile  a s  a  very  
im p o rtan t reaso n  (z  = 5 .4 2 > 2 .5 7 ) .  T h is  f in d in g  co rresp o n d s 
c lo s e ly  w ith  th e  p rev io u s  f in d in g s  concern ing  th e  m echanical 
r e l i a b i l i t y  o f  th e  p re s e n t  c a r ,  th e  c a r  owned p re v io u s ly , 
and th e  in te n t io n  to  p u rch ase  the same make o f  au tom o b ile .
In  a l l  c a se s , th e re  were s ig n i f ic a n t ly  more brand lo y a l  
owners who had owned th e  same brand o f  c a r  p re v io u s ly , who 
r a te d  th e  m echanical r e l i a b i l i t y  o f  t h e i r  p re s e n t c a r  a s  ex­
c e l l e n t ,  and who planned to  purchase th e  same brand  o f  au to ­
m obile a g a in .
Computer Model
In  o rd e r  to  g e t  some in d ic a tio n  a s  to  th e  im portance 
o f  th e  rea so n s f o r  th e  pu rchase  o f  a new c a r  and th e  rea so n s  
fo r  th e  purchase o f  a  p a r t i c u l a r  make o f  c a r  and th e  r e s u l t ­
in g  brand  lo y a l  o r  brand sw itch ing  b ehav io r, th e  I.B .M .
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S c ie n t i f i c  S u b ro u tin e  Package (1130-CM-02X) was u t i l i z e d .
The s p e c i f ic  su b ro u tin e  used  was SRAHK which m easures th e  
c o r r e la t io n  betw een two v a r ia b le s  by means o f  th e  Spearman 
rank  c o r r e la t io n  c o e f f i c i e n t ,  g iven two v e c to rs  o f n  obser­
v a tio n s  f o r  th e  v a riab le» . T h is  su b ro u tin e  was used because 
o f th e  non-norm al d i s t r ib u t io n  o f  th e  ra n k in g s . To perform  
th e  a n a ly s is ,  th e  184 resp o n d en ts  were d iv id e d  in to  22 '  
c la s s e s  on th e  b a s is  o f  pe r c a p i ta  fam ily  i n c o m e . E v a n s ^ ^  
had n o ted  th a t  shoppers had low er incomes th an  did th e  non­
shoppers; however, th e  p re s e n t in v e s t ig a t io n  f a i le d  to  pro­
duce any s ig n i f i c a n t  d if fe re n c e s  in  income between brand 
lo y a l  buyers and non-brand lo y a l  b u y e rs . To determ ine i f  
fam ily  p e r  c a p i ta  income cou ld  a c t  a s  a b e t t e r  p re d ic to r  o f 
brand lo y a l  b eh av io r in  th e  pu rchase  o f  an autom obile and th e  
rea so n s  th a t  peop le  g ive  f o r  t h e i r  d e c is io n  to  purchase a 
c a r  and a ls o  a  p a r t i c u l a r  brand o f  c a r ,  th e  responden ts were 
d iv id ed  in to  22 c la s s e s  based upon fam ily  p e r  c a p i ta  income.
The r e s u l t s  o f  th e  f i r s t  com puter model a re  summarized 
in  T able  7 . P re v io u s ly  quoted f in d in g s  showed th a t  s i g n i f i ­
c a n tly  more brand lo y a l  owners in  t h e i r  d e c is io n  to  buy a 
c a r  gave a h ig h e r  r a t in g  to  a t t r a c t i v e  p r ic e  o ffe re d  by the  
d e a le r .  As can be seen from T able 7 th e re  i s  a  h igh  degree 
o f a s s o c ia t io n  between th e  a t t r a c t i v e  p r ic e  o ffe re d  by the
1 fiD ivided  by increm ents o f  *500.00 o f  fam ily  p e r
c a p i ta  income. 
19F ra n k lin  B. Evans, Op. G it.
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TABLE 7
Summary o f Computer Model One. C o rre la tio n  Between 
Brand L o y alty  and Reason f o r  Car Purchase
V a ria b le V ariab le C o r re la t io nC o e f f ic ie n t
Measure o f 
S ig n if ic a n c e
D if f e r e n t  
From Zero
Y X-1 .9215 10.187 Yes
Y X-2 .9396 11.898 Yes
Y X-3 .9684 17.365 Yes
Y X-4 .9192 10.043 Yes
Y X-5 .9913 33.764 Yes
Y X-6 .9576 14.874 Yes
Y X-7 .9429 12.661 Yes
Where:
Y = Brand L oyalty  by p e r  c a p i t a . income
X-1 = A t tr a c t iv e  P r ic e  O ffe red  by D ealer
X-2 = C o stly  R epairs Needed on Old Car
X-3 = Needed a Second Car
X-4 = Appearance o f New Car Models
X-5 = Buy a New Car Ever 3o O ften
X-6 = F riend  a t  th e  D e a le rsh ip
X-7 = T ired  o f  Old Car
The h y p o th es is  to  be t e s te d  i s  t h a t  the  c o r r e la t io n  
c o e f f ic ie n t  i s  n o t s i g n i f i c a n t ly  d i f f e r e n t  from zero  
a t  th e  .01 l e v e l .  I f  th e  computed t  i s  g r e a te r  th an  
2 . 845, the  h y p o th es is  i s  r e j e c te d .
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d e a le r  and th e  b ran d  lo y a l  buyer w ith  a r e l a t i v e l y  h igh  
fam ily  p e r  c a p i ta  income in  h is  d e c is io n  to  purchase a  nev/ 
c a r .
S ig n i f ic a n t ly  more brand lo y a l  owners than  brand 
sw itch ing  buyers gave as a reason  c o s t ly  r e p a i r s  needed on 
th e i r  o ld  c a r  a  h ig h e r  r a t in g  in  t h e i r  d e c is io n  to  purchase 
a new c a r .  The f in d in g  suggests  th a t  th e  more a f f lu e n t  
brand lo y a l  owners make t h e i r  d ec is io n  to  purchase a new car 
when th ey  p e rc e iv e  t h a t  c o s t ly  r e p a i r s  w i l l  be needed on 
th e i r  p re se n t c a r ,  w hile  th e  l e s s  a f f lu e n t  sim ply have th e i r  
o ld  c a rs  r e p a ir e d .  I t  should  be remembered th a t  app rox i­
m ately  60 p e rc e n t o f  th e  responden ts s a id  t h a t  c o s t ly  re ­
p a ir s  needed on t h e i r  o ld  c a r  was a  very  im p o rtan t o r  import­
an t reaso n  in  t h e i r  d e c is io n  to  purchase a  new c a r .
W ithin th e  income d iv is io n s  a lre a d y  ex p la in e d , th e re  
was a  h ig h  deg ree  o f  r e la t io n s h ip  between th e  brand lo y a l  
buyer and th e  need  f o r  a second c a r  r e c e iv in g  a  h ig h  r a t in g  
in  h is  d e c is io n  to  purchase a new c a r .  However, i t  should 
be remembered t h a t  only 27.17 p e rcen t o f  th e  resp o n d en ts  said 
th a t  th e  need f o r  a  second c a r  was a very  im p o rtan t o r  im­
p o r ta n t  reason  f o r  th e  purchase o f  th e  new c a r .
Given th e  fam ily  p e r c a p i ta  income c la s s i f i c a t i o n s ,  
th e  appearance o f  th e  new c a r  models re c e iv e d  th e  low est 
c o r r e la t io n  betw een brand lo y a l ty  and th e  im portance o f th is  
reason  in  th e  consum er's d ec is io n  to  purchase a  new c a r .
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.A nalysis o f  th e  ran k in g s  g iv e s  the  reason  f o r  th e  r e l a t i v e ly  
low c o r r e la t io n  c o e f f i c i e n t .  While s ig n i f i c a n t ly  more brand 
lo y a l  owners l i s t e d  t h i s  a s  a  very im portan t rea so n , only 
27.17 p e rc e n t o f  th e  re sp o n d en ts  s a id  th a t  th e  appearance o f  
th e  new c a r  models was a  very  im portan t re a so n . F i f t y  p e r­
c e n t o f  th e  re sp o n d en ts  sa id  t h a t  the  appearance o f th e  new 
c a r  models was an im p o rtan t reason  in  t h e i r  d e c is io n  to  buy 
a  new c a r ,  bu t in  t h i s  v o tin g  th e re  was no s ig n i f ic a n t  d i f ­
fe re n c e  betw een th e  number o f  brand lo y a l  owners and brand 
sw itch in g  owners.
The rea so n  f o r  buying a  c a r  so o f te n  had a  c o r r e la t io n  
c o e f f ic ie n t  o f  .9913 between brand lo y a l ty  and th e  d e c is io n  
n o t to  buy a  new c a r .  In  o th e r  words, buying a new c a r  
every  so o f te n  i s  n o t im p o rtan t in  th e  brand lo y a l  buyers 
d e c is io n  to  piirchase a  new c a r .  Indeed, buying a  new c a r  
ev er so o f te n  does n o t ap p ea r to  be a very  v a l id  reaso n  f o r  
th e  d e c is io n  to  buy a  new c a r  since  77.71 p e rc e n t o f  th e  r e ­
spondents s a id  t h i s  rea so n  was e i th e r  n o t very  im portan t o r
un im portan t in  t h e i r  d e c is io n  to  purchase a  new c a r .
Brand lo y a l  b eh av io r and having a  f r ie n d  a t  th e  
d e a le rs h ip  had a c o r r e la t io n  c o e f f ic ie n t  o f  .9577 w ith in  th e  
income c la s s e s  as a  rea so n  to  purchase a  new c a r .  T h is co r­
responds w ith  th e  f in d in g  t h a t  s ig n i f ic a n t ly  more brand lo y a l 
buyers r a te d  having  a  f r ie n d  a t  the  d e a le rs h ip  a s  be ing
e i th e r  im portan t o r  very  im p o rtan t.
The l a s t  l i s t e d  rea so n  in  the  consum er's d e c is io n  to
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purchase a new c a r  was t h a t  o f  being t i r e d  o f  h is  o ld  c a r .  
T h is bad a c o r r e la t io n  c o e f f ic ie n t  o f  .943 between brand 
sw itch in g  b eh av io r and th e  decision  to  pu rchase  a  new c a r  
f o r  consumers w ith  h ig h e r  fam ily  p e r  c a p i ta  incom e. T h is 
corresponds to  th e  f in d in g  th a t  s ig n i f ic a n t ly  more brand  
sw itch in g  owners ranked  t h i s  reason as being  e i t h e r  im port­
a n t o r  very im p o rtan t in  t h e i r  d ec is io n  to  pu rchase  a  new 
c a r .
The Second Computer Model
As was done w ith  th e  f i r s t  com puter m odel, th e  f in d ­
in g s o f  the  second com puter model a re  summarized in  T able  8. 
The second com puter model d e a ls  w ith  th e  rea so n s  t h a t  people 
buy th e  p a r t i c u l a r  make o f autom obile th a t  th e y  do buy. Some
of th e  rea so n s  u sed  in  th e  second com puter model a re  th e  same
as th o se  used  in  th e  f i r s t  computer m odel, w h ile  o th e rs  d i f ­
f e r  from th o se  used  in  th e  f i r s t  model.
As was t r u e  w ith  th e  f i r s t  com puter m odel, th e  d i s t r i ­
b u tion  in  th e  second model was also non-norm al, and th e  same 
I.B .M . su b -ro u tin e  was u se d . As was done in  th e  f i r s t  com­
p u te r  model, th e  104 resp o n d en ts  were d iv id ed  in to  22 c la s s e s  
to  perform  th e  a n a ly s is .
The f i r s t  rea so n  fo r  buying th e  p a r t i c u l a r  brand o f 
autom obile pu rchased  was th e  owners' p rev io u s ex p erien ce  w ith  
th a t  brand o f  au to m o b ile . As might have been expec ted , th e  
c o r r e la t io n  c o e f f i c i e n t  between brand lo y a l  b eh av io r and
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TABLE 8
Summary o f  Computer Model Two. 
C o rre la tio n  Between Brand lo y a l ty  
and Reason f o r  P a r t i c u l a r  Car Purchased
V a ria b le V ariab le C o r re la tio nC o e f f ic ie n t
Measure o f  
S ig n if ic a n c e
D if fe re n t  
From Zero
Y X-1 .9232 10.743 Yes
Y X-2 .8704 7.907 Yes
Y X-3 - .9 6 8 4 17.359 Yes
Y X-4 .9198 10.485 Yes
Y X-5 .9588 15.090 Yes
Y X-6 .9845 25.312 Yes
Y X-7 .9560 15.566 Yes
Where:
Y = Brand L o y a lty  by P e r  C ap ita  Income
X-1 = P rev ious E xperience w ith  Same Brand o f  Automobile
X-2 = S ty l in g  o f  Autom obile
X-3 = Brand Recommended by O th e rs ,
X-4 = A t t r a c t iv e  P r ic e  O ffe red  by D ealer 
X-5 = F rien d  a t  D ealer 
X-6 = A d v e rtis in g
X-7 = P rev io u s E xperience  w ith  th e  D ealer
The h y p o th es is  to  be t e s te d  i s  t h a t  th e  c o r r e l a t io n  co­
e f f i c i e n t  i s  n o t s i g n i f i c a n t ly  d i f f e r e n t  from zero  a t  
th e  .01 l e v e l .  I f  th e  computed ^  i s  g r e a te r  th an  2.845* 
th e  h y p o th es is  i s  r e j e c t e d .  “
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p rev io u s ex p erien ce  w ith  th e  same brand o f  autom obile was 
. 9232. T h is f in d in g  v a l id a te s  th e  p rev io u s  f in d in g  th a t  
s i iP i i f ic a n t ly  more brand lo y a l  owners ranked  t h i s  reason  a s  
being very im p o rta n t.
The c o e f f i c i e n t  o f  c o r r e la t io n  f o r  s ty l in g  and brand 
lo y a l ty  was found to  be somewhat low er th an  w ith  p rev ious 
experience  w ith  th e  same c a r .  T his somewhat low er c o e f f i ­
c ie n t  co rresponds to  th e  f in d in g  th a t  s i g n i f i c a n t ly  more 
brand lo y a l  owners ranked s ty l in g  as be ing  very  im portan t in 
t h e i r  d e c is io n  to  buy t h e i r  p a r t i c u la r  make o f au tom obile , 
but no s ig n i f i c a n t  d if fe re n c e  could  be found in  th e  numbers 
o f brand lo y a l  owners and brand sw itch in g  owners g iv in g  
s ty l in g  a  ra n k in g  o f  im portance.
The Spearman c o r r e la t io n  c o e f f ic ie n t  between a  h igh  
rank ing  on hav ing  th e  brand recommended to  th e  consumer by 
o th e rs  and brand sw itch in g  behav io r was found to  be . 9684. 
Thus, th e re  i s  an a s s o c ia t io n  between brand sw itch in g  be­
h av io r and seek in g  th e  adv ice  o f o th e rs  in  th e  purchase o f 
an au tom obile . However, i t  should  be p o in te d  ou t th a t  only  
8.59 p e rcen t o f th e  responden ts ranked th e  reaso n  recommended 
by o th e rs  a s  be ing  very  im p o rtan t, w h ile  abou t 70 p e rcen t of 
the  re sp o n d en ts  ranked t h i s  reason  as un im portan t o r no t very 
im portan t.
The rank c o r r e la t io n  c o e f f ic ie n t  between brand lo y a l ty  
w ith in  income c la s s e s  and th e  reason  o f an a t t r a c t i v e  p r ic e  
o ffe re d  by th e  d e a le r  was .9198. T h is c o e f f i c i e n t  ag rees
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w ith  th e  f in d in g  th a t  s ig n i f ic a n t ly  more brand lo y a l  owners 
ranked  the  a t t r a c t i v e  p r ic e  by the  d e a le r  as be in g  very  im­
p o r ta n t  o r  im p o rtan t. On th e  o th e r  hand, s i g n i f i c a n t ly  more 
b rand  sw itch ing  buyers ranked th e  p r ic e  by th e  d e a le r s h ip  a s  
b e in g  un im portan t. A pproxim ately 37 p e rcen t o f th e  respond­
e n ts  in  th e  survey ranked  th e  p r ic e  o ffe re d  by th e  d e a le rsh ip  
as  be ing  very  im p o rtan t.
Having a f r ie n d  a t  th e  d e a le rsh ip  and e x h ib i t in g  brand 
lo y a l  behav io r on th e  p a r t  o f th e  consumer had a  rank  c o rre ­
l a t i o n  of . 9588, T h is  co rresponds w ith  th e  f in d in g  th a t  
s ig n i f ic a n t ly  more brand lo y a l  consumers ranked hav ing  a 
f r ie n d  a t  th e  d e a le rs h ip  a s  being  e i th e r  very im p o rtan t o r  
im p o rtan t. The f r ie n d  a t  th e  d e a le rsh ip  tended to  be more 
im portan t to  th o se  brand lo y a l  consumers who had r e l a t i v e l y  
h ig h  fam ily  p e r c a p i ta  income than  th o se  w ith  lo w er fam ily  
p e r  c a p i ta  incomes.
A d v e rtis in g  was ranked as un im portan t o r  n o t very  
im portan t by alm ost 00 p e rc en t o f th e  respondents a s  a  reaso n  
f o r  th e  purchase o f  t h e i r  p a r t i c u la r  brand o f  au to m o b ile , 
and none of the  resp o n d en ts  gave a d v e r t is in g  a s  a  very  im­
p o r ta n t  reason  f o r  th e  purchase o f t h e i r  c a r .  However among 
th e  resp o n d en ts  t h a t  ranked a d v e r t is in g  as an im p o rtan t o r  
somewhat im portan t re a so n , th e re  was a h igh  ran k  c o r r e la t io n  
c o e f f ic ie n t  between brand lo y a l ty  and rank ing  a d v e r t i s in g  as 
im portan t o r  somewhat im p o rta n t. T h is co rresponds w ith  th e  
f a c t  th a t  s ig n i f ic a n t ly  more brand lo y a l  owners gave
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a d v e r t is in g  an  im p o rtan t ran k in g  ( z  = 2 .1 4 ^ 1 » 9 6 ) ,
The l a s t  v a r ia b le  o r  reason  t h a t  th e  responden ts were 
asked to  ran k  was t h a t  o f  p rev io u s ex p e rien ce  w ith  th e  
d e a le rs h ip . As m ight be expected , th e re  was a  h ig h  c o rre ­
l a t i o n  betw een brand lo y a l ty  and p rev io u s  experience  w ith 
the  d e a le r s h ip .  A l i t t l e  over 28 p e rc e n t o f  the  responden ts 
ranked p rev io u s  experience  w ith  th e  d e a le rs h ip  as be ing  very  
im portan t in  th e  purchase o f  t h e i r  au tom ob ile . Among th ese  
re sp o n d en ts , th e re  were s ig n i f i c a n t ly  more brand lo y a l  owners 
than  brand sw itc h in g  owners. A ll o f  th e  responden ts th a t  
ranked ex p erien ce  a s  be ing  im p o rtan t in  th e  purchase o f  t h e i r  
p a r t i c u la r  c a r  were brand lo y a l  ow ners. In  a d d it io n , a l l  o f  
th e se  re sp o n d en ts  s a id  th a t  they  d id  n o t tra d e  in  a  c a r  when 
pu rchasing  t h e i r  p re se n t new c a r .  In  o th e r  words, th ese  were 
fa m ilie s  a c q u ir in g  a  second o r  t h i r d  c a r .
Summary
By com bining th e  number o f  re sp o n d en ts  who e i th e r  l i s t  
a reaso n  a s  v e ry  im portan t o r  im p o rta n t, i t  may be p o ss ib le  
to  determ ine th e  r e l a t i v e  im portance o f  th e  reaso n s people 
p e rce iv e  th e y  pu rchase  th e  make o f  au tom obile  th ey  buy. I f  
t n i s  com bining i s  done, then  th e  re sp o n d e n ts  r e p o r t  p e rce iv ­
in g  th a t  t h e i r  c a r 's  s ty l in g  and p r ic e  a re  th e  two most im­
p o r ta n t  re a so n s  f o r  buying t h e i r  c a r .  No s ig n i f ic a n t  d i f f e r ­
ence was found between the  number o f  brand lo y a l  buyers and 
brand sw itc h in g  buyers b e lie v in g  s ty l in g  was th e  most
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im portan t reaso n  f o r  th e  pu rchase  o f  th e i r  c a r .
P r ic e ,  th e  n ex t most im p o rtan t rep o rted  re a so n , had 
more brand lo y a l  buyers th an  brand sw itch ing  buyers l i s t i n g  
p r ic e  as th e  second m ost im p o rtan t reason .
The th i r d  m ost im p o rtan t rea so n , as p e rc e iv e d  and r e ­
p o rte d  by th e  re sp o n d e n ts , was p rev io u s experience w ith  th e  
same make o f  c a r .  As h as been p re v io u s ly  re p o r te d , th e re  
were s ig n i f i c a n t ly  more brand lo y a l  responden ts g iv in g  p re ­
v ious experience  a s  th e  im p o rtan t rea so n  fo r  th e  purchase  o f 
t h e i r  c a r .
By combining th e  rea so n s  o f  "recommended to  me by 
others'* and a  " f r ie n d  a t  th e  d e a le r s h ip ,"  i t  may be p o s s ib le  
to  g e t some id e a  o f  th e  r o le  o f  p e rso n a l in f lu e n ce  in  th e  
purchase o f  th e  consum er's c a r .  When th is  combin in g i s  done, 
p e rso n a l in f lu e n c e  becomes th e  fo u r th  most im p o rtan t rea so n  
fo r  th e  purchase o f  th e  consum er's  sp e c if ic  c a r .  The f in d ­
in g s  concern ing  p o s s ib le  p e rso n a l in flu en ce  a re  m ixed. More 
brand sw itch in g  owners s a id  t h a t  "recommended to  me by 
o th e rs"  was th e  re a so n . On th e  o th e r  hand, th e re  were more 
brand lo y a l  owners r e p o r t in g  t h a t  "having a f r ie n d  a t  th e  
d e a le rsh ip "  was more im p o rta n t. However, i t  does ap p ea r th a t  
p e rso n a l in f lu e n c e  does e n te r  in to  th e  d ec is io n  to  purchase  
a new c a r  f o r  some peop le  and i s  an im portant v a r ia b le  th a t  
should  be in c lu d ed  in  a  hypo thesized  model o f  new c a r  buyer 
b eh av io r.
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The l e a s t  im portan t reason  f o r  th e  purchase o f  t h e i r  
c a r ,  a s  p e rc e iv e d  and re p o r te d  by th e  re sp o n d en ts , was ad­
v e r t i s in g .  Thus, among th e  v a r ia b le s  o f  s ty l in g ,  p r ic e ,  
p e rso n a l in f lu e n c e  ( "recommended to  me by o th e rs"  p lu s  "a 
f r ie n d  a t  th e  d e a le r s h ip " ) , and a d v e r t is in g ,  a d v e r t is in g  was 
p e rce iv ed  a s  be in g  th e  l e a s t  im p o rta n t. T h is does n o t mean 
th a t  a d v e r t is in g  i s  n o t im portan t s in c e  th e  resp o n d en ts  d id  
r e p o r t  i t  a s  im p o rta n t, bu t few o f  th e  responden ts gave i t  a  
h igh  ra n k in g . Also i t  i s  p o s s ib le  t h a t  a d v e r t is in g  a f f e c t s  
th e  re sp o n d en ts  to  a  g r e a te r  degree  th an  they  p e rc e iv e .
CHAPTER V 
CONCIUSIOJSS
In tro d u c tio n
In  t h i s  c h a p te r  th e  hypotheses p re sen te d  in  C hapter 
One w i l l  he ev a lu a ted  on th e  b a s is  o f  th e  f in d in g s  p re sen te d  
in  C hapter Four. F o r th e  r e a d e r 's  c l a r i f i c a t i o n ,  th e  m ajor 
hypotheses and subhypotheses w i l l  be r e s t a t e d ,  and then  each 
w i l l  be examined in  th e  l i g h t  o f  th e  f in d in g s  o f  t h i s  in ­
v e s t ig a t io n .  A fte r  th e  hypotheses have been examined, a 
diagram  o f  th e  h y p o th esized  v a r ia b le s  o f  au tom obile  buyer 
behav io r and th e  p robab le  in te r a c t io n  among th e s e  v a r ia b le s  
w i l l  be c o n s tru c te d  based upon th e  f in d in g s  o f  t h i s  in v e s t i ­
g a tio n  o f Oklahoma C ity  New Car Buyers in  1968 and th e  o th e r  
f in d in g s  p re sen te d  in  t h i s  d i s s e r ta t io n .
The Hypotheses
The m ajor hypotheses upon which th e  s tudy  was guided
a re
1 . th a t  i n f lu e n t i a l s  o r  op in ion  le a d e rs  and th e  
people th ey  in f lu e n c e  a re  s im ila r  in  th a t  they  
belong to  the  same s o c ia l  and w orking groups, 
have th e  same f r ie n d s ,  and know one a n o th e r 's
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fa m ilie s ;^
2 . th a t  i n f lu e n t i a l s  a re  r e l a t i v e ly  more in te r e s te d  
in  au tom obiles than  a re  th e  people they  in f lu e n c e ;
3 . t h a t  w hile  in f lu e n t i a l s  d i s t r ib u t e  in fo rm atio n  
and in f lu e n c e , they  them selves re c e iv e  m ost o f  
t h e i r  in fo rm a tio n  th rough  p e rso n a l channels ;
4 . th a t  in te rp e rs o n a l  communications a s  p e rce iv ed  by 
th e  responden t a re  a  more pow erful agent th an  a re  
mass communications in  in f lu e n c in g  a consum er's 
d e c is io n  to  purchase a  new c a r  w ith o u t re g a rd  to  
make o r  model;
5 . th a t  in te rp e rs o n a l  communications w i l l  be re p o rte d  
a s  a  more im portan t p a r t  i n  consumer d e c is io n  
making where brand sw itch in g  beh av io r as compared 
to  b rand  lo y a l  behav io r i s  e x h ib ite d ;
6 . t h a t  a consum er's p o s t-d e c is io n  e v a lu a tio n  i s  th e
most im portan t v a r ia b le  among th e  l i s t e d  v a r ia b le s
in  h i s  d e c is io n  to  purchase o r  n o t to  purchase th e
2
same make o f  c a r  aga in ;
7 . t h a t  consumerè who form fav o ra b le  p o s t-d e c is io n  
e v a lu a tio n s  toward t h e i r  p re se n t au tom obiles a re
I n f lu e n t ia l s  a re  d efined  a s  people  who a f f e c t  o th e r  
p e o p le 's  a t t i t u d e s  about p rev io u s ly  owned, p re s e n tly  owned, 
o r f u tu r e  au tom ob iles.
2For th e  purposes o f  t h i s  s tu d y , p o s t-d e c is io n  evalu­
a tio n  was d e fin ed  a s  th e  consum er's o v e ra l l  a t t i tu d e  toward 
h is  p re se n t and p a s t au tom ob iles.
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more l ik e ly  to  e x h ib i t  brand lo y a l ty  beh av io r; 
and
8 . th a t  consumers who form u n fav o rab le  p o s t-d e c is io n  
e v a lu a tio n s  tow ard t h e i r  p rev io u s au tom obiles a re  
more l ik e ly  to  e x h ib i t  brand sw itch in g  b eh av io r.
These e ig h t hypo theses com prise th e  m ajor hypotheses 
upon which t h i s  s tudy  was b u i l t . Because p o s t-d e c is io n  
e v a lu a tio n  was though t to  be th e  most im p o rtan t v a r ia b le  in  
th e  consum er's  d e c is io n  as to  w hether o r  n o t to  rem ain brand 
lo y a l ,  s e v e ra l  subhypotheses were developed to  ex p la in  th e  
consum er's fa v o ra b le  o r  u n fav o rab le  p o s t-d e c is io n  e v a lu a tio n . 
These subhypotheses a re
1 . th a t  p o s t-d e c is io n  e v a lu a tio n  ten d s  to  become 
u n fav o ra b le  a s  th e  frequency  o f autom obile r e p a i r  
r i s e s ;
2 . t h a t  a consumer w ith  a h ig h ly  a g g re ss iv e  person­
a l i t y  t r a i t  w i l l  e x h ib it  l e s s  to le ra n c e  tow ard 
autom obile  r e p a i r s  and w i l l  th e re fo re  r e p o r t  be­
coming e a s i ly  d i s s a t i s f i e d  w ith  h is  autom obile  as 
th e  frequency  o f autom obile r e p a i r s  r i s e ;^
3. t h a t  a  consumer w ith  a  h igh  p e rs o n a l i ty  need fo r  
change i s  more l ik e l y  to  re p o r t  an u n fav o rab le  
p o s t-d e c is io n  e v a lu a tio n ;^
P e r s o n a l i t y  t r a i t s  as  measured by th e  Edwards P e r­
s o n a l i ty  P r o f i l e .
P b i d .
I l l
4 . th a t  when prim ary  o r  re fe re n c e  group memhers own 
s im ila r  makes o f  au tom obiles and have fav o ra b le  
n o s t-d e c is io n  e v a lu a tio n s  tow ard t h e i r  au tom obiles, 
th e  consumer i s  l e s s  l i k e l y  to  re p o r t  an unfavor­
a b le  e v a lu a tio n  toward h i s  au tom obile ;
5 . th a t  a  consumer i s  more l i k e l y  to  r e p o r t  an un­
fa v o ra b le  p o s t-d e c is io n  e v a lu a tio n  i f  in  h is  
op in ion  th e  q u a l i ty  o f th e  d e a le rs h ip  i s  poor.^
E v a lu a tio n  o f  Hypotheses
The e ig h t m ajor hypotheses and f iv e  subhypotheses w i l l  
now be eveuLuated in  l ig h t  o f  th e  f in d in g s  o f  t h i s  in v e s tig a ­
t i o n ,  w ith  th e  m ajo r hypo theses b e in g  examined f i r s t .
The f i r s t  m ajor h y p o th es is  was
-Hplhat i n f lu e n t ia l s  o r  o p in io n  le a d e rs  and 
the  peop le  th e y  in f lu e n c e  a re  s im ila r  in  
th a t  th ey  belong  to  th e  same s o c ia l  and 
w orking g roups, have th e  same f r ie n d s ,  
and know one a n o th e r 's  f a m i l ie s .
In  th e  in v e s t ig a t io n ,  a l l  o f  th e  consumers who re­
p o rte d  t h a t  they  had re c e iv e d  h e lp  from  p e rso n a l sou rces , 
o th e r  th an  from th e  new c a r  salesm an, sa id  th a t  th e y  had 
ta lk e d  w ith  e i th e r  fam ily  members o r  c lo s e  f r i e n d s .  Over 
h a l f  o f  a l l  re sp o n d en ts , 63.59 p e rc e n t, r e c a l le d  having d i s ­
cussed  th e  purchase o f  th e  new c a r  w ith  fam ily  o r  f r ie n d s ;  
but only 27.72 p e rc en t s a id  th a t  th e  f r ie n d s  o r  fam ily
c
In  c o n tr a s t  to  th e  d e a l e r 's  r e p u ta tio n  f o r  se rv ic e  
o r  in fo rm a tio n  a v a i la b le  from th e  d e a l e r 's  s e rv ic e  re c o rd s .
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members w ith  whom th ey  had ta lk e d  a c tu a l ly  he lp ed  them in  
t h e i r  d e c is io n  to  purchase a  p a r t i c u la r  brand o f  new c a r .
The su rvey  a ls o  rev e a le d  th a t  brand sw itch in g  owners were 
f a r  more l i k e l y  to  seek  th e  h e lp  o f  fam ily  o r  f r i e n d s .  The 
d if fe re n c e  betw een brand lo y a l  owners and brand sw itch in g  
buyers se ek in g  help  from fam ily  and f r ie n d s  was found to  be 
s ig n i f ic a n t  beyond th e  .01 le v e l  (z  = 9 .2 7 > 2 .5 7 ) .  F in a l ly ,  
o f  th o se  consumers who sa id  t h a t  they  had re c e iv e d  h e lp  in  
t h e i r  d e c is io n  to  purchase a  new c a r  from fam ily  o r  f r ie n d s ,  
a l l  s a id  t h a t  th ey  had ta lk e d  on ly  w ith  imm ediate fam ily  
members; and th e s e  same responden ts r e c a l le d  t h a t  th ey  had 
re c e iv e d  h e lp  from th e  in d iv id u a l  from whom th e y  had sought 
h e lp .
The problem  h e re  may be o f  t ry in g  to  d is t in g u is h  th e  
a c tu a l  amount o f  p e rso n al in f lu e n c e  from th e  amount o f  per­
so n a l in f lu e n c e  perceived 'aad^sjreported^^& the re sp o n d en ts .
In  th e  su rv ey , approxim ately  64^  o f th e  re sp o n d en ts  s a id  t h a t  
th e y  had ta lk e d  w ith  fam ily  o r  f r ie n d s  concern ing  th e  pur­
chase o f  a  new c a r ,  bu t only about p e rce iv ed  t h a t  they  
had been in f lu e n c e d  by th ese  c o n v e rsa tio n s . I n  a d d it io n , 
a l l  o f  th e  p e rce iv ed  in f lu e n c e  was re p o r te d  as coming from 
members o f  th e  buyers immediate fam ily . In  th e  l i g h t  o f  th e  
K atz  and L a z a s fe ld  f in d in g s  in  t h e i r  book. P e rso n a l I n f lu ­
en ce ,^  i t  seems u n lik e ly  th a t  n o t  any o f  th e  re sp o n d en ts  were
S a n i e l  K atz and Paul P . L a z a rfe ld , P e rso n a l In flu e n c e  
(G lenco , 1 1 1 .: The F ree  P re s s ,  1950).
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in f lu e n c e d  by th e  comments o f th e  f r ie n d s  w ith  whom th ey  
ta lk e d  co n ce rn in g  th e  purchase  o f  t h e i r  c a r s .  I t  does 
ap p ea r l i k e l y  t h a t  they may n o t have p erce iv ed  t h a t  th e y  
were b e in g  in f lu e n c e d  by t h e i r  f r i e n d s .
The f in d in g s  do s t ro n g ly  su g g est th a t  most o f  th e  
m a jo r i ty  o f  p e rso n a l in f lu e n c e  in  th e  purchase o f  a  new c a r  
comes from th e  members o f  th e  b u y er’s  immediate fa m ily .
T h is  would ap p ea r lo g ic a l  s in c e  i t  may be th e  members o f  th e  
im m ediate fam ily  who a re  most l i k e l y  to  be a f fe c te d  in  term s 
o f  p o s s ib le  u se  by the pu rchase  o f  th e  c a r .  The f in d in g s  
a ls o  su g g e s t t h a t  th is  seek in g  o u t f o r  h e lp  i s  much more 
l i k e l y  to  tak e  p la c e  when th e  consumer i s  e x h ib i t in g  brand 
sw itc h in g  b e h av io r. T his f in d in g  would tend  to  ag ree  w ith  
some o f  th e  g e n e ra l models o f  buyer behav io r examined in  
C hap te r T hree .
However, th e  f i r s t  h y p o th es is  in  i t s  p re se n t foim  
shou ld  p robab ly  be r e je c te d  s in c e  i t  im p lies  th a t  p e rso n a l 
in f lu e n c e  i s  alw ays p re sen t in  th e  d e c is io n  to  pu rchase  an 
au to m o b ile , and th a t  p e rso n a l in f lu e n c e  i s  eq u a lly  l i k e l y  to  
come from fam ily , f r ie n d s , o r  co -w orkers . The su rvey  r e s u l t s  
r e v e a l  t h a t  abou t 36^ o f  th e  resp o n d en ts  sa id  th ey  ta lk e d  to  
no one co n ce rn in g  the  pu rchase  o f  th e  c a r .  T h is  s t i l l  does 
n o t n e c e s s a r i ly  r u le  ou t p e rso n a l in f lu e n c e  i f  t h a t  in f lu e n c e  
i s  coming from an in d iv id u a l .o r  group t h a t  i s  a c t in g  in  th e  
r o l e  o f  a  re fe re n c e  in d iv id u a l o r  re fe re n c e  group, and i f  
th e  buyer does n o t know th e  in d iv id u a l  on a  p e rso n a l b a s is
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o r  i s  no t a member o f  th e  g roup . In  t h i s  c a se , th e  buyer 
may be t r j ’’ing  to  em ulate th e  mores o f  th a t  in d iv id u a l o r
-'jroup by the  purchase o f  th e  c a r .  I f  t h i s  i s  th e  reaso n ,
th e  respondent may be r e lu c ta n t  to  re p o r t  the  reaso n  i f  he 
h im se lf  i s  aware o f  i t .  U n fo r tu n a te ly , t h i s  type  o f  in ­
flu en c e  i s  d i f f i c u l t  to  a s c e r ta in  in  q u e s tio n n a ire s . The 
f i r s t  m ajor h y p o th esis  could  be r e w r i t te n  to  s t a t e  th a t  when 
p e rso n a l in flu en ce  i s  p r e s e n t ,  th e  i n f lu e n t i a l s  and th e  
peop le  they  in flu e n ce  a re  s im ila r  and a re  l ik e ly  to  belong
to  th e  same immediate fam ily  group as th e  consumer.
The second m ajo r h y p o th es is  was
—th a t  th e  i n f lu e n t i a l s  a re  r e l a t iv e ly  
more in te r e s te d  in  au tom obiles than  a re  
the  people th a t  th ey  in f lu e n c e .
In  the  re in te rv ie w s  w ith  th e  people whom th e  con­
sumers designated  a s  i n f lu e n t i a l s ,  th e  in f lu e n t i a l s  re p o rte d  
no more sources 6 f in fo rm a tio n  than  d id  th e  consumer who made 
th e  purchase of th e  au tom ob ile . W hile the  i n f lu e n t i a l s  s a id  
th ey  recognized  th a t  they  had helped  in  th e  s e le c tio n  o f th e  
make and model o f  c a r  pu rchased , th ey  d id  not r e p o r t  p e rc e iv ­
in g  them selves a s  be in g  an e x p e r t  in  th e  f i e l d  o f au tom ob iles, 
n o r d id  a s ig n i f ic a n t  number o f  th e se  in f lu e n t i a l s  read  such 
m agazines as Motor Trend o r  C ar and D riv e r . Thus, th e  
h y p o th es is  th a t  i n f lu e n t i a l s  a re  more in te r e s te d  in  au to ­
m obiles than a re  th e  people th ey  in f lu e n c e  would appear to  
be r e je c te d  s in ce  no m easureable  p roof, o f t h i s  in c reased  
i n t e r e s t  was found.
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The th i r d  m ajor h y p o th e s is  was
— th a t  w h ile  in f lu e n t is i la  d i s t r ib u te  
in fo rm atio n  and in f lu e n c e , they  them­
se lv e s  re c e iv e  most o f  t h e i r  inform a­
t io n  th rough  p e rso n a l ch an n e ls .
T h is h y p o th es is  would ap p ear to  be v a l id ,  s in c e  a 
s ig n i f ic a n t  number o f  th e s e  d e s ig n a te d  in f lu e n t i a l s  s a id  
th a t  th ey  d id  n o t rea d  au tom otive  m agazines, n o r d id  th e  
d e s ig n a ted  i n f lu e n t i a l s  say  t h a t  th ey  made any s p e c ia l  
e f f o r t  to  view th e  new c a r s  a s  th e  model y e a r  changed. When 
th e  d e s ig n a ted  in fiu en tia |:a -.m u re  asked  how they  o b ta in e d  
t h e i r  in fo rm atio n  o r  formed t h e i r  op in ions concern ing  th e  
purchased  c a r ,  most o f  them s a id  i t  had come from co n v ersa ­
t io n s  w ith  o th e r  fam ily  members, from view ing th e  c a r ,  and 
from c o n v e rsa tio n s  w ith  th e  new c a r  salesm an. Thus, th e  new 
c a r  salesm an aga in  e n te r s  th e  v a r ia b le s  as an " e x p e r t ."
The fo u r th  m ajor h y p o th e s is  was
—tfao t'ix terpersonal comm unications as 
perceived  by th e  respondent a re  a more 
pow erful agen t th a n  a re  mass communi­
c a tio n s  in  in f lu e n c in g  a  consum er's 
d e c is io n  to  purchase  a new c a r  w ithou t 
reg a rd  to  make o r  m odel.
T h is h y p o th es is  appeared  to  be v a lid a te d  by th e  in ­
v e s t ig a t io n ,  e s p e c ia l ly  i f  th e  in f lu e n c e  o f  th e  new c a r  
salesm an i s  inc luded  in  th e  in v e s t ig a t io n .  The d if f e r e n c e s  
on th e  f iv e -p o in t  r a t i n g  s c a le s  a re  so g re a t  th a t  i n te r p e r ­
so n a l in flu e n ce  from: e i t h e r  th e  new c a r  salesman o r  from 
fam ily  members o r  f r ie n d s  e x e r ts  much more in f lu e n c e  on con­
sumers than  do mass com m unications when making t h e i r  d e c is io n
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to  purchase a  new c a r .  A pproxim ately 43 p e rc e n t o f  th e  
consumers p e rc e iv e d  and re p o r te d  some form o f  p e rso n a l in ­
f lu en c e  a s  b e in g  e i t h e r  very  im p o rtan t o r  im p o rtan t in  the  
d e c is io n  to  pu rchase  t h e i r  au tom ob iles , w h ile  on ly  about 16 
p e rc en t o f  th e  re sp o n d en ts  f e l t  th a t  some form o f  mass com­
m unications was e i t h e r  very  im portan t o r  im p o rtan t in  t h e i r  
d e c is io n  to  pu rchase  a  new c a r .
The f i f t h  m ajo r h y p o th es is  o f  t h i s  in v e s t ig a t io n  was
— t h a t  in te rp e r s o n a l  com m unications w i l l  
be re p o r te d  a s  a  more im p o rtan t p a r t  in  
consumer d e c is io n  making where b rand 
sw itc h in g  b eh av io r a s  compared to  b rand  
lo y a l  b e h av io r i s  e x h ib ite d .
The f in d in g s  concerning th is  h y p o th esis  break down 
somewhat. S ig n i f ic a n t ly  more brand sw itc h in g  owners than  
brand lo y a l  owners s a id  th a t  they  had been h e lp ed  in  t h e i r  
d e c is io n  p ro cess  by th e  new c a r  salesm an (z  = 4 .3 2 > 2 .5 7 ) .
In  a d d it io n ,  s i g n i f i c a n t l y  more brand sw itc h in g  owners than 
brand lo y a l  owners s a id  th a t  they  had d isc u sse d  th e  purchase 
o f t h e i r  new c a r  w ith  fam ily  members o r  f r ie n d s  p r io r  to  th e  
purchase o f  th e  new c a r  ( z  = 9 .2 6 6 > 2 .5 7 ) .  The breakdown 
comes in  the  in f lu e n c e  o f  th e  fam ily  members in  th e  purchase 
o f th e  new c a r .  No s ig n i f ic a n t  d i f f e re n c e s  co u ld  be found 
between th e  number o f  brand sw itc h in g  owners and th e  number 
o f brand lo y a l  owners who s a id  th a t  fam ily  members in flu e n ce d  
them in  the  pu rchase  o f  t h e i r  c a r  a t  th e  .05 l e v e l  o f  s ig ­
n if ic a n c e  (z  = 1.65-<-1.96) . Thus, w h ile  th e  r e s u l t s  re v e a l 
th a t  th e  new c a r  salesm an p la y s  a  more im p o rtan t p a r t  in  th e
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decision -m ak ing  p ro cess  o f th e  brand sw itch in g  buyer, and 
w h ile  th e  brand sw itc h in g  buyer i s  more l ik e ly  to  d is c u s s  
pu rchase  p lan s  w ith  f r ie n d s  o r  fam ily , th ese  r e s u l t s  do not 
su p p o rt th e  assum ption t h a t  th e  brand sw itch in g  owner i s  more 
o r  l e s s  su b je c t to  p e rso n a l in f lu e n c e  from th e  communications 
th an  th e  brand lo y a l  owner, except when the  brand sw itch in g  
owner has had comm unications w ith  th e  new c a r  salesm an.
The s ix th  m ajor h y p o th es is  was
— th a t  a  consum er's p o s t d e c is io n  evalu­
a t io n  i s  th e  most im p o rtan t v a r ia b le  
among th e  l i s t e d  v a r ia b le s  in  h is  de­
c is io n  to  purchase o r  n o t to  purchase 
th e  same make o f au tom ob ile  ag a in .
The r e s u l t s  o f  th e  s tu d y  su p p o rted  t h i s  h y p o th e s is . 
Almost h a l f  o f  th e  new c a r  buyers , 4-5.65 p e rc e n t, s a id  th a t  
t h e i r  p rev io u s experience  w ith  th e  same make and model of 
au tom obile  was a  very  im p o rtan t f a c t o r  in  t h e i r  s e le c t io n  o f  
t h e i r  new c a r .  Among t h i s  group, th e r e  were s ig n i f ic a n t ly  
more brand lo y a l  owners say ing  th a t  p rev io u s  experience  w ith  
th e  same make and model o f autom obile  was a very im portan t 
f a c to r  in  t h e i r  s e le c t io n  o f t h e i r  new c a r  ( z  = 5 .4 2 > 2 .7 5 ) .  
An a d d it io n a l  17.93  p e rc en t o f  th e  resp o n d en ts  s a id  th a t  
t h e i r  p rev io u s experience  w ith  th e  same make and model of 
au tom obile  was an im portan t f a c to r  in  t h e i r  d e c is io n  to  pur­
chase  t h e i r  c a r .  Again th e re  were s ig n i f ic a n t ly  more brand 
lo y a l  owners th an  brand sw itch in g  owners in  t h i s  group (z  = 
3 .6 4 ^ 2 .7 5 ) .
The seven th  and e ig h th  m ajor hypotheses fo llo w  from
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th e  s ix th  m ajor h y p o th e s is . The seventh  m ajor h y p o th e s is  
was
—th a t  consiimers who form fa v o ra b le  
p o s t-d e c is io n  e v a lu a tio n s  tow ard 
p re s e n t au tom obiles a re  more l ik e l y  
to  e x h ib i t  brand lo y a l ty  behav io r.
T h is  h y p o th es is  was supported  by th e  f in d in g s  o f  th e  
s ix th  h y p o th es is  and by th e  f a c t  th a t  o f  th e  consum ers who 
sa id  th ey  would n o t purchase th e  same c a r  a g a in , a l l  re p o r te d  
poor s e rv ic e  from th e  d e a le r  a s  be ing  th e  re a so n , w h ile  19^ 
o f  t h i s  group a ls o  re p o rte d  poor m echanical r e l i a b i l i t y  o f  
t h e i r  au tom ob ile . Thus, th e  perceived  m echanical r e l i a b i l i t y  
o f  th e  c a r  and th e  p erce iv ed  le v e l  o f d e a le rs h ip  s e rv ic e  
appear to  be im portan t v a r ia b le s  in  the d e te rm in a tio n  o f  
p o s t-d e c is io n  e v a lu a tio n  and in  consumer brand lo y a l ty .
The accep tance  o f  th e  seven th  major h y p o th es is  le a d s
to  th e  accep tan ce  o f  th e  e ig h th  m ajor h y p o th e s is , w hich was
— th a t  consumers who form u n fav o rab le  
p o s t-d e c is io n  e v a lu a tio n s  tow ard t h e i r  
p rev io u s  au tom obiles a re  more l i k e l y  to  
e x h ib i t  brand sw itch in g  behavior.
The e ig h t  m ajor hypotheses and t h e i r  accep tan ce  o r  
r e j e c t io n  a re  summarized and p resen ted  in  T ab le  9 .
The Subhypotheses
The subhypotheses were form ulated to  e x p la in  th e  con­
sum er's fa v o ra b le  o r  u n fav o rab le  p o s t-d e c is io n  e v a lu a tio n  
toward h i s  au tom ob ile .
The f i r s t  subhypo thesis was
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TASLE 9
E ig h t M ajor Hypotheses Summarized
H ypothesis A ccep t/R ejec t
R e jec t
R e jec t
Accept
Accept
1 . T hat i n f lu e n t i a l s  o r  op in ion  le a d e rs  
and th e  peop le  th e y  in f lu e n c e  a re  
s im ila r  i n  th a t  th e y  belong to  th e  
same s o c ia l  and w orking g roups, have 
th e  same f r i e n d s ,  and know one 
a n o th e r 's  f a m ilie s ,
2. T hat i n f lu e n t i a l s  a re  r e l a t i v e ly  more 
in te r e s te d  in  au tom obiles than a re  th e  
people th e y  in f lu e n c e .
3. T hat w h ile  i n f lu e n t i a l s  d i s t r ib u te  
in fo rm a tio n  and in f lu e n c e , they  them­
se lv e s  re c e iv e  m ost o f  t h e i r  in fo rm ation  
through p e rso n a l c h an n e ls .
4. T hat in te rp e r s o n a l  communications as 
p e rce iv ed  by th e  responden t a re  a  more 
pow erful agen t th a n  a re  mass communica­
t io n s  in  in f lu e n c in g  a  consum er's de­
c is io n  to  purchase a  new c a r  w ithout 
reg a rd  to  make o r  m odel.
3. T hat in te rp e r s o n a l  communications w i l l  
be re p o r te d  a  more im portan t p a r t  in  
consumer d e c is io n  making where brand 
sw itch in g  b eh av io r a s  compared to  brand 
lo y a l  b eh av io r i s  e x h ib ite d .
6. T hat a consum er's  p o st d e c is io n  evalua­
t io n  among th e  l i s t e d  v a r ia b le s  i s  th e  
most im portan t v a r ia b le  i n  h is  d e c is io n  
to  purchase  o r  n o t to  purchase th e  same 
make o f  c a r  a g a in .
7 . That consumers who form fav o ra b le  p o s t­
d e c is io n  e v a lu a tio n s  toward t h e i r  p re se n t 
au tom obile  a re  more l i k e l y  to  e x h ib it  
brand lo y a l  b e h av io r .
8 . T hat consumers who form un favo rab le  
p o s t-d e c is io n  e v a lu a tio n s  toward t h e i r  
p rev ious au tom obiles a re  more l ik e l y  to  
e x h ib it  brand sw itc h in g  beh av io r.




Source: Survey o f Oklahoma C ity  Hew Car Buyers
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—th a t  p o s t-d e c is io n re v a lu a t io n  te n d s  to  
become u n fa v o ra b le  a s  th e  frequency  o f 
au tom obile  r e p a i r  r is e s*
This subhypo thesis  would appear to  be t r u e .  S ig n i f i ­
c a n tly  more brand lo y a l  owners r a te d  th e  m echanical r e l i a ­
b i l i t y  o f t h e i r  c a rs  a s  e x c e l le n t  o r  good ( r a t i n g s  1 and 2 
on a  5 -p o in t s c a le )  » The d if fe re n c e  between b o th  brand lo y a l  
b u y e rs ' and brand sw itc h in g  b u y ers ' r a t in g  th e  m echanical 
r e l i a b i l i t y  o f  t h e i r  c a r s  a s  good o r  e x c e lle n t  was s i g n i f i ­
c an t beyong th e  .01 l e v e l  ( z  = 8 .88Z >2.75).
Thus, i t  would ap p ea r th a t  consumers who form unfavor­
a b le  p o s t-d e c is io n  e v a lu a t io n , do so p a r t i a l l y  because o f  a 
h igh  p e rce iv ed  le v e l  o f  autom obile r e p a i r s .  T hat i s ,  i f  a  
consumer has a  h igh  p e rc e iv e d  le v e l  o f  r e p a i r s  on h i s  new 
c a r ,  he may d e c lin e  to  pu rchase  th a t  make o f  au tom obile  
a g a in .
The second su b h y p o th esis  was
— th a t  a  consumer w ith  a  h ig h ly  a g g re ss iv e  
p e r s o n a l i ty  t r a i t  w il l  e x h ib it  l e s s  t o l ­
erance  tow ard autom obile  r e p a i r s  and w i l l  
th e re fo re  r e p o r t  becoming more e a s i ly  d i s ­
s a t i s f i e d  w ith  h i s  autom obile a s  th e  f r e ­
quency o f  au tom obile  r e p a i r s  r i s e .
T his h y p o th es is  had to  do w ith  th e  p sy c h o lo g ic a l 
t r a i t s  o f th e  resp o n d en ts  a s  measured by th e  Edwards Person­
a l i t y  P r o f i l e .  S ince  no s ig n i f ic a n t  d if f e r e n c e s  cou ld  be 
found between brand lo y a l  consumers and brand sw itc h in g  con­
sumers in  th e  p sy c h o lo g ic a l v a r ia b le s  m easured by th e  Edwards 
P e r s o n a l i ty  P r o f i l e ,  t h i s  h y p o th es is  rem ains n e i th e r  proved
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n o r d isp roved  by th e  r e s u l t s  o f  th i s  s tu d y .
The t h i r d  su b h y p o th esis  a lso  had to  do w ith  th e  psy­
c h o lo g ic a l make-up o f th e  consumer and rem ains n e i th e r  proved 
n o r d isp ro v ed .
The t h i r d  su b h y p o th e s isw a s
—th a t  a consumer w ith  a  h ig h  p e r s o n a l i ty  
need f o r  change i s  more l i k e l y  to  r e p o r t  
an u n fa v o ra b le  p o s t-d e c is io n  e v a lu a t io n .
The fo u r th  su b h y p o th esis  was
— th a t  when prim ary  o r  r e fe re n c e  group 
members own s im i la r  makes o f  au tom ob iles 
and have fa v o ra b le  p o s t-d e c is io n  ev a lu ­
a t io n s  toward t h e i r  au tom ob iles, th e  con­
sumer i s  l e s s  l i k e l y  to  r e p o r t  an  u n fav o r­
a b le  e v a lu a tio n  toward h i s  au to m o b ile .
T his h y p o th es is  i s  proved to  th e  e x te n t th a t  in  two- 
c a r  f a m ilie s ,  b o th  c a rs  were l ik e ly  to  be o f  th e  same make.
The f i f t h  and f i n a l  subhypo thesis was
— th a t  a  consumer i s  more l i k e l y  to  r e ­
p o r t  an  u n fav o ra b le  p o s t-d e c is io n  eva lu ­
a t io n  i f  i n  h is  opin ion  th e  q u a l i ty  o f  
th e  d e a le rs h ip  s e rv ic e  i s  p o o r.
T his h y p o th es is  appeared  r e a d i ly  p ro v ed . In  th e  su r­
vey, a l l  o f  th e  consum ers who sa id  t h a t  th e y  would n o t buy 
th e  same c a r  a g a in  gave poor d e a le rs h ip  s e rv ic e  a s  th e  rea so n .
The f iv e  subhypotheses and t h e i r  accep tan ce  o r  re ­
je c t io n  a re  summarized and p resen ted  in  T able  10 .
The New V ariab les  o f  Autom obile Buyer B ehav io r
The new v a r ia b le s  o f  autom obile buyer b e h a v io r  a re  
based upon th e  f in d in g s  o f  t h i s  in v e s t ig a t io n .  They in c lu d e
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TABLE 10
F ive  Subhypotheaes Summarized
Subhypotheaes A ccep t/R e jec t
1 . That p o a t-d e c ia io n  e v a lu a tio n  tends 
to  become u n fav o rab le  as th e  freq,uency 
of au tom obile  r e p a i r  r i s e s .
Accept
2. That a  consumer w ith  a  h ig h ly  ag g res­
s iv e  p e r s o n a l i ty  t r a i t  w i l l  e x h ib it  
le a s  to le r a n c e  toward autom obile  r e ­
p a i r s ,  and th e re fo re  w i l l  r e p o r t  becom­
in g  more e a s i ly  d i s s a t i s f i e d  w ith  h i s  
au tom obile  as th e  freq,uency o f  au tom obile  
r e p a i r s  r i s e .
N e ith e r
3* That a  consumer w ith  a  h igh  p e r s o n a l i ty  
need f o r  change i s  more l i k e l y  to  r e p o r t  
u n fa v o ra b le  p o s t-d e c is io n  e v ^ u a t io n s .
N e ith e r
4 . That when prim ary  o r  re fe re n c e  group mem­
b ers  own s im ila r  makes o f  au tom ob iles and 
have fa v o ra b le  p o s t-d e c is io n  e v a lu a tio n s  
tow ard t h e i r  au tom ob iles, th e  consumer i s  
l e s s  l i k e l y  to  r e p o r t  an u n fav o rab le  
e v a lu a tio n  toward h i s  au tom ob ile .
P a r t i a l l y
Accept
5 . That consum ers a re  more l i k e l y  to  r e p o r t  
u n fa v o ra b le  p o s t-d e c is io n  e v a lu a tio n s  i f  
in  h i s  o p in ion  th e  q_uality o f  th e  d e a le r ­
sh ip  s e rv ic e  i s  poor.
Accept
Source: Survey o f  Oklahoma C ity  Hew Car Buyers
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some o f th e  o r ig in a l  v a r ia b le s  w hile  excluding o th e r  o r ig in a l  
v a r ia b le s ,  and adding  v a r ia b le s .  The d e le ted  v a r ia b le s  w i l l  
be d iscu ssed  f i r s t ,  and th en  th e  a d d it io n a l  v a r ia b le s  w i l l  
be review ed.
The D ele ted  V ariab le s
The f i r s t  v a r ia b le  t h a t  can p robably  be d e le te d  i s  
f in a n c ia l  s ta tu s  in  term s o f  agg rega te  fam ily income a s  a  
v a r ia b le  to  a id  in  p r e d ic t in g  brand lo y a l  or b rand  sw itc h in g  
b eh av io r. Brand lo y a l  and brand sw itch in g  buyers were found 
a t  a l l  l e v e l s  of income, and no s ig n i f ic a n t  d if f e re n c e s  be­
tween th e  number o f  brand lo y a l  buyers and the number o f  
brand sw itch in g  buyers a t  any income le v e l  could be found.
I t  i s  t ru e  th a t  n o t  many low income new c a r  buyers w ere 
found, and th e  cu rve  re p re s e n tin g  new c a r  buyers approxim ated 
th a t  o f a  normal curve w ith  most o f  th e  new c a r  buyers be in g  
in  th e  15,000 to  $11,000 range  i t t t h  a s l ig h t  skew tow ard  th e  
upper incom es. F in a n c ia l  s ta tu s ,  i n  term s of a g g re g a te  fam ily  
income, w i l l  be re p la c e d  w ith  fam ily  p e r  c a p i ta  incom e, which 
g iv es a b e t t e r  m easure o f  d is c re t io n a ry  income.
A nother v a r ia b le  t h a t  m ight be s a fe ly  e lim in a te d  in  
t r y in g  to  p re d ic t  brand lo y a l  o r  brand sw itch ing  consumer 
behav io r i s  s o c ia l  c la s s  a s  m easured by income and o c cu p a tio n . 
There were no s ig n i f ic a n t  d if fe re n c e s  in  the num bers o f  brand 
sw itch in g  buyers and b rand  lo y a l  buyers in  the  v a r io u s  s o c ia l  
groups.
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R eference groups on th e  b a s is  o f  th e  re sp o n d en ts ' 
r e p o r t s  should  be changed to  in c lu d e  only  members o f  th e  
consum er's  immediate fam ily  s in c e  no evidence was found t h a t  
consumers were in f lu e n c e d  by any o th e r  peop le , excep t f o r  th e  
new c a r  salesm an. On th e  b a s is  o f th e  re sp o n d e n ts ' r e p o r ts  
th e  v a r ia b le s  o f  prim ary groups and th e  new c a r  salesm an 
appear adequate to  ex p la in  th e  flow  â f  in te rp e r s o n a l  in ­
f lu e n c e  among th e  l i s t e d  v a r ia b le s  o f autom obile buyer 
b e h av io r.
The A d d itio n a l V a riab les
The f i r s t  a d d it io n a l  v a r ia b le  to  add to  th e  v a r ia b le s  
o f  new c a r  buyer b eh av io r i s  th e  c o s t ly  r e p a i r s  needed on 
th e  p rev io u s c a r .  In  th e  in v e s t ig a t io n ,  33.15 p e rc e n t s a id  
c o s t ly  r e p a i r s  were a  very  im p o rtan t rea so n , w h ile  an ad­
d i t i o n a l  26.63 p e rcen t s a id  th a t  t h i s  f a c to r  was an im portan t 
rea so n . Thus, a lm ost 60 p e rc en t o f  th e  re sp o n d en ts  gave 
c o s t ly  r e p a i r s  needed on th e  p rev io u s c a r  a s  an im p o rtan t o r  
v e ry  im portan t reaso n  f o r  t h e i r  d e c is io n  to  buy t h e i r  new 
c a r s .  T h is  v a r ia b le  i s  im p l ic i t  i n  th e  consum er's experience  
w ith  th e  d e a le rs h ip  bu t ap p ears  to  be im portan t enough to  be 
e x p l i c i t l y  s ta te d .
The second a d d it io n a l  v a r ia b le  to  be added to  the  
v a r ia b le s  i s  th e  consum er's need f o r  a  second c a r .  More th an  
one fo u r th  o f th e  re sp o n d en ts , 27.17 p e rc e n t, s a id  th a t  th e  
need f o r  a second c a r  was e i t h e r  an im portan t o r  a  very
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im portan t rea so n  f o r  th e  purchase o f  t h e i r  c a r .  T h is  v a r i ­
ab le  i s  h ig h ly  s ig n i f ic a n t  when one compares th e  number o f  
brand lo y a l  buyers to  th e  number o f  b rand  sw itch in g  buyers 
g iv in g  th i s  v a r ia b le  a s  a reaso n . S ig n i f ic a n t ly  more brand 
lo y a l  buyers s a id  th a t  t h i s  v a r ia b le  was th e  reason  f o r  th e  
purchase o f t h e i r  c a r  (z  -  13.13>  2 .7 5 ) .
Although th e  m echanical r e l i a b i l i t y  o f  th e  autom obile 
i s  im p l ic i t  in  th e  v a r ia b le  o f  th e  s e rv ic e  which th e  p rev io u s 
c a r  has re q u ire d , t h i s  v a r ia b le  i s  so im p o rtan t in  determ in­
in g  brand sw itc h in g  o r  brand lo y a l  b eh av io r t h a t  i t  should 
a lso  be e x p l i c i t ly  inc luded  in  th e  new v a r ia b le s  o f  new c a r  
buyer b eh av io r. Almost h a lf ,  4-5.65 p e rc e n t , o f  th e  respond­
e n ts  s a id  t h e i r  ex p erien ces w ith  t h e i r  p rev io u s  c a rs  in  term s 
o f  i t s  m echanical r e l i a b i l i t y  was a  very  im p o rtan t f a c to r  in  
th e  s e le c t io n  o f  t h e i r  new c a r s .  As m ight be expec ted , th e re  
were s ig n i f i c a n t ly  more brand lo y a l  th an  b rand  sw itch in g  
owners in  t h i s  group ( z  = 5.4-2>-2 .5 7 ) .
A nother v a r ia b le  th a t  p robably  should  be e x p l i c i t ly  
s ta te d  in  th e  new v a r ia b le  i s  th e  consum er's o v e ra l l  p a s t 
experience  w ith  th e  d e a le rs h ip . T h is v a r ia b le  was l i s t e d  a s  
being very  im p o rtan t by 28.26 p e rc e n t o f  th e  consum ers, w h ile  
an a d d it io n a l  13 .04  p e rcen t o f th e  consum ers thought t h i s  was 
an im portan t f a c to r  in  t h e i r  d e c is io n  to  pu rchase  t h e i r  p re s ­
en t o a rs .  Among th e  group th a t  though t th a t  t h e i r  p a s t  ex­
p e rie n ce s  w ith  th e  d e a le rsh ip  was very  im p o rtan t, th e re  were 
s ig n i f ic a n t ly  more brand lo y a l  than  brand sw itch in g  owners
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( z  = 2 .9 4 > 2 .5 7 ) .
The New V a r ia h le s  o f  Automobile Conaumption
The r e s t  o f the  7£uriables rem ain th e  same excep t fo r  
th e  manner i n  w hich th e  v a r ia b le s  a f f e c t  one a n o th e r . The 
consum er's  p rim ary  group now a f f e c t s  n o t on ly  h is  p o s t­
d e c is io n  e v a lu a t io n , b u t a lso  h i s  d e c is io n  p ro ce ss  a s  he 
a c t iv e ly  c o n s id e rs  th e  purchase o f  th e  new au tom ob ile .
A lthough p e rs o n a l i ty  t r a i t s  d id  n o t p rove  u s e fu l  in  
p r e d ic t in g  b rand  lo y a l  o r  brand sw itc h in g  b e h av io r a t  th e  
r e q u ire d  l e v e l  o f  s ig n if ic a n c e ,  th ey  a re  in c lu d ed  among th e  
v a r ia b le s .  The consum er's p e r s o n a l i ty  t r a i t s  a re  th o u g h t to  
a f f e c t  bo th  th e  consum er's p o s t-d e c is io n  e v a lu a tio n  o f  h is  
p re v io u s ly  owned autom obile  and h i s  d e c is io n  p ro c e sse s  in  
th e  s e le c t io n  o f  a  new c a r .  The consum er's p e r s o n a l i ty  
t r a i t s  a re  in c lu d e d  in  th e  v a r ia b le  l a r g e ly  on th e  b a s i s  o f 
th e  f a c t  t h a t  36 p e rc e n t o f th e  consum er's re p o r te d  b e in g  
t i r e d  o f t h e i r  o ld  c a rs  a s  a  v e ry  Im portan t rea so n  f o r  th e  
pu rchase  o f  a  new c a r .  Among t h i s  g roup, th e re  were s i g n i f i ­
c a n t ly  more brand sw itch ing  ow ners. T h is f in d in g  su g g ests  
t h a t  brand s w itc h lr  5 consumers may have a  h ig h e r  need f o r  
change th an  brand lo y a l  consum ers.
The ré v is a i  hypo thesized  v a r ia b le s  o f  new c a r  buyer 
b e h av io r a r e  p re se n te d  in  F igu re  1 . T h is w r i t e r  does n o t 
c la im  th a t  th e s e  v a r ia b le s  a l l  o f  th e  v a r ia b le s  o f  new 
c a r  buyer b e h a v io r , o r  ev*L vhat th e s e  l i s t e d  v a r ia b le s  a re
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th e  most im p o rtan t v a r ia b le s  in  new c a r  buying b eh av io r, but 
r a th e r  t h a t  th e  l i s t e d  v a r ia b le s  a re  some o f  th e  v a r ia b le s  
o f new c a r  buying b eh av io r. In  th e  ca se  o f  th e  s tag e  in  the  
consum er's l i f e  s t y l e ,  t h i s  v a r ia b le  was in c lu d ed  in  the  
f in is h e d  v a r ia b le .  T h is was done because  in  th e  su rvey , 
a lthough  n o t e x p l i c i t l y  e v a lu a te d , consum ers who were n e a r 
re t ire m e n t had a tendency to  expect income d e c re a se s . In  
a d d it io n , th e  m atu ring  o f  th e  consum er's  son o r  daughter may 
g ive  r i s e  to  th e  need f o r  a  second c a r .
The f in d in g s  do su g g e s t, in  th e  w r i t e r 's  o p in ion , the  
f a l la c y  o f  a tte m p tin g  to  determ ine th e  v a r ia b le s  o f  new c a r  
buyer b eh av io r and t h e i r  r e l a t i v e  im portance  on th e  b a s is  of 
sometimes u n re la te d  re se a rc h  f in d in g s .  When reach in g  th e  
f in d in g s  c o n ce rn in g  only one v a r ia b le  o f  consumer buying be­
h a v io r , th e  r e a d e r  may o v e re v a lu a te  th e  im portance o f  th a t  
v a r ia b le  a s  d id  t h i s  re a d e r  in  e v a lu a tin g  th e  r o le  o f p e r­
sona l in f lu e n c e  in  consumer buying b e h av io r  in  g en era l and 
as r e l a te d  to  new c a r  buying b e h a v io r . The w r i te r  hypothe­
s iz e d  th a t  th e  p e rso n a l in f lu e n c e  coming from th e  consum er's 
fam ily  and f r ie n d s  would be o f  much more im portance than the 
r e s u l t s  o f  th e  survey could  su p p o rt, g iven  th e  l im i ta t io n s  
o f measurement in h e re n t in  th e  su rv e y . In  a d d itio n  to  over­
e s tim a tin g  th e  amount o f in f lu e n c e  coming from th e  consum er's 
fam ily  and f r i e n d s ,  t h i s  w r i t e r  g r e a t ly  un d erestim a ted  the  
amount o f  p e rso n a l in f lu e n c e  th e  new c a r  salesm an ap p aren tly  
has on some new c a r  buyers .
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F in a lly ,  th e  d i f f i c u l t y  t h i s  w r i t e r  had in  a ttem p tin g  
to  v a l id a te  the  proposed v a r ia b le s ,  w h ile  r e a l iz in g  th e  l im i­
t a t i o n s  in  th e  in s tru m e n ts  o f  m easure, makes him doubt the 
v a l id i ty  o f  some o f  th e  proposed models o f  g e n e ra l consumer 
buying behav io r. T h is  i s  e s p e c ia l ly  t r u e  of th o se  models 
c o n s tru c te d  on th e  b a s is  o f  many re s e a rc h  f in d in g s  from many 
d i f f e r e n t  re s e a rc h e rs ;  and c o n ta in in g  proposed v a r ia b le s ,  
some o f  which may p re s e n t  d i f f i c u l t  problem s in  term s of 
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{All infromation given will be kept strictly confidential and in no manner 
be associated with your name).
Our records indicate that you have purchased a new car within the last year. 
Please indicate the make and model of the car that you purchased. For example, 
Make Chevrolet, Model Impala
Make____________________  Model___________________
How many cars are now owned by your household____________________
Excluding the most recently purchased car, please fill in the below blanks 
for each car presently owned by your household.
Year Purchased
Make Model ' Purchased New Used
Did the household sell or trade a car to obtain the new car?
Yes___________  No____________
If the answer to the above question is "Yes", please fill in the below inform­
ation concerning the car or cars traded.
Year
Make Model Purchased New Used
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Has the mechancial reliability of the new car been:
Excellent_________  Good________  Average_
Fair Poor
What type of service have you received from the dealer on the new car:
Excellent_________  Good_______  Average_______
Fair________  Poor__________
On the basis of your experience with the new car, would you purchase 
another car of the same make and model in the future ?
Yes________  Probably__________ Undecided________
Don't Believe so No
Please explain why
Thinking about the purchase of your new car, please number the below alter­
natives in order of the first, second, and third action that you recall taking.
Looking at new car advertisements in magazines or TV________
Looking at dealer's advertisements in newspapers____________
Visiting dealer's showrooms
Other { Please Indicate)__________________________________
How long before you purchased your new car did you start looking at car 
advertisements in magazines, with the idea of selecting a new car_______
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How long before you purchased your new car did you start looking at dealer's 
advertisements in the newspapers with the idea of selecting a new car?
How long before you purchased your new car did you actually visit a dealer's
showroom, with the idea of selecting a new car________________________
While at the dealer's showroom, did you talk with a new car salesman?
Yes__________  No____________
Including the dealer you bought your car from, how many different dealers 
did you v isit?_________________________________
Including the dealer you bought your car from, how many dealers having the
same make of car that you purchased, did you visit_____________________
How many times did you visit the dealer you bought your new car from prior
to the actual purchase?_____________________________________________
Did you talk with the same salesman each time?
Yes No
If the answer to the previous question is "No", how many different salesmen 
did you talk to?
Number of salesmen_________
What was the main difference between the first salesman and 
the salesman who sold your car to you ?____________________
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Do you feel that the new car salesman from whom you purchased your car 
aided you in your decision to buy that make of car?
Yes__________ Probably______  Uncertain_________
Doubtful_________ No______
Please explain why or how_________________________________________
Did you seriously.consider purchasing any make and models of cars other 
than the make and model you actually purchased?
Yes_______________  No________
If the answer to the previous question is "Yes", what makes and models did 
you consider buying ?
Number of
Make Model Dealers Visited
Did you talk with family members or friends concerning the purchase of your 
new car before buying it?
Yes No
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If the answer to the previous question is "Yes", please indicate the friends 
or family members you talked to, and their relationship to you ( friend, wife, 
son, father-in-law, etc.)
Person Relationship
Do you feel that any of the family members you talked with assisted you 
in your decision as to the make and model of car to purchase?
Yes___________  Probably_____  Uncertain________
Doubtful No_____ ____
Do you feel that any of the friends you talked with assisted  you in your 
decision as to the make and model of car to purchase?
Yes___________  Probably_____ Uncertain________
Doubtful No ____
If the answer to the previous question is "Yes" or "Probably", would you 
please indicate the person who helped you, and the type of assistance that 
was given. ( Go to the next page)
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Person Type of Assistance
If a person did assis t you, or probably did ass is t you, in the purchase of 
you car, would you please indicate the person with the letter "Y" for "yes , 
they did help", and the letter "P" for "probably did help", and the average 
number of times per week that you saw them prior to the time you bought the 
car.
Person Number of times seen
U 2
If you did not receive assistance in making your decision from a person you 
expected to assist you, please name that person or persons.
Persons
Without referring to any material, can you fill in the blanks to the following 
advertising slogans?
See the USA in your_______________________________________
_ is out to win you over this year. 
, the standard of the world.
Look to _____________________ for the new.
Join the_______________________ rebellion.
_______________________ , the man's car
safety fast.
America's most distinguished motor car. 
, a peculiar breed of cat.
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When you were considering the purchase of your car, how many times 
do you recall using a dealer's newspaper advertisement as a specific 
information source?
Number of times___________________________
How many times do you recall visiting a dealer because of a non-dealer, 
but general advertisement of a manufacturer's make of automobile?
Number of times  ________________________
In general, would you say that automobile advertising, such as is seen 
on television and in magazines, in comparison with advertising for other 
expensive goods is;
More Believable  Somewhat more Believable_____
Equally Believable  Somewhat less Believable_____
Much less Believable_______
In general, would you say that automobile advertising, such as is seen 
on television and in magazines, in comparasion with advertising for other 
expensive goods is:
More Informative Somewhat more informative__
Equally Informative  Somewhat less informative_____
Much less Informative______
Do you read any automotive journals such as Motor Trend, Road and Track, 
or Car and Driver ?
Yes No_____
Do you read other magazines that deal with automobile reports such as 
Consumer Reports or Changing Times?
Yes No
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Did you use any of the above types of magazines as information sources: 
Yes_______  No
Which type________________________________________
Below are some reasons that people buy new cars without reference to 
any particular make or model. Would you please check the importance 
of each reason for you at the time you were looking for a new car.
A. Attractive price offered by the dealer
Very Important  important  Somewhat Important____
Not very Important  Unimportant_____
B. Costly repairs needed on old car.
Very Important  Important  Somewhat Important___
Not very Important  Unimportant_____
C. Needed a second car
Very Important  Important  Somewhat Important____
Not very Important  Unimportant_____
D. Liked the appearance of the new cars.
Very Important  Important  Somewhat Important___
Not very Lnportant  Unimportant_____
E. Buy a new car every so often—this was the year.
Very Important  Important  Somewhat Important___
Not very Important  Unimportant______
F. Friend a t the dealership
Very Important  Important  Somewhat Important___
Not very bn portant  Unimportant_____
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G. Tired of my old car 
Very Important__ Lnportant Somewhat Important
Not very Important^ Unimportant
H. Other (please indicate)_____________________________________
Very Important  Important_  Somewhat Important_
Not very Important Unimportant_
I. Other (please indicate)_____________________________________
Very Important Important_____  Somewhat Important_
Not very Im porta nt_ Unimportant
Please indicate the importance of the following reasons for buying the 
particular make of car which you bought.
A. Previous experience with the same make of car.
Very Important  Important  Somewhat Important__
Not very hnportant_ 




Not very Importa nt_ Unimportant
C. Recommended to me by others.
Very Important  Important_ Somewhat Important
Not very Important_ Unimportant
D. Attractive price offered by the dealer. 
Very Important  Important Somewhat Im porta nt_
Not very Dn porta nt_ Unimportant_
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E. Friend at the dealership
Very Important  Lnportant_ Somewhat Important
Not Very Important_




Not very Important Unimportant
G. Previous experience with the dealership 
Very Important  Important____ Somewhat Important
Not very Important Unimportant
H. Other (please indicate) _____________________________
Very Important  Important  Somewhat Important_
Not very finportant Unimportant_
I. Other (plea se indicate)^ 
Very Important____ Important Somewhat ûnportant
Not very Important Unimportant
Please indicate whether you believe the following groups think you made 
a wise or unwise decision in the purchase of your new car.
Group Decision 
Wise Unwise
Immediate family members 
(people who live with you)
Other family members 
(people not living with you)
Close friends (people who you 
see at least twice a week)
Close co-workers (People who 
you see at least twice a week)
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Wise Unwise
Other friends (people who you 
see less than twice a week)
Other individuals or groups 
not yet mentioned. Please 
indicate.
TO ANSWER THE NEXT FIVE QUESTIONS, PLEASE TRY TO THINK BACK TO 
THE TIME YOU PURCHASED YOUR NEW CAR, AND RECALL WHAT YOU THEN 
BELIEVED TO BE THE SITUAnON.
At the time you purchased your car, did you expect business conditions 
to:
Decline  Remain the Same Improve_____
At the time that you purchased your car, did you expect household prices 
to:
Decline  Remain the Same  Increase_____
At the time that you purchased your car, did you expect your income after 
taxes to:
Decline  Remain the Same  Increase_____
At the time you purchased your car, had you in the previous two months 
purchased any good costing $200.00 or more?
Yes  No___
At the time you purchased your car, did you plan to buy any good costing 
$200.00 or more In the next two months?
Yes No
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Since you purchase you new car, have business conditions, in your opinion:
Declined  Remained the Same  Improved _
Since you purchased your new car, have household prices, in your opinion:
Declined  Remained the Same  Increased_____
Since you purchased your new car, has your income after taxes:
Declined Remained the Same  Increased_____
Since you purchased your car, have you purchased any good costing $200.00 
or more ?
Yeŝ   No
At the present time, do you expect business conditions to:
Decline  Remain the Same  Improve_____
At the present time, do you expect household prices to: 
Decline _____ Remain the Same  Increase
At the present time, do you expect your income after taxes to: 
Decline  Remain the Same  Dicrease____
At the present time, do you plan to purchase any good costing $200.00 
or in the next two months?
Yes  No_____
As compared with your present income, do you expect your income in the 
next five years to be;
0 to 9% more   10 to 19% more_____  20 to 29% more_____
30 to 39% more_ 
60 to 69% more_ 
90 to 99% more
40 to 49% more_ 
70 to 79% more
100 to 148% more
Or, I expect my income to decline by_
50 to 59% more_ 
80 to 89% more_
%
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What is your sex?
Male_____
What is your age ? 
15 to 19
Female
20 to 24. 
25 to 29. 
30 to 34
35 to 39. 
40 to 44. 
45 to 49. 
50 to 54
55 to 59. 
60 to 64. 
65 to 69
70 and over
Please indicate if you are the head of the household. If you are not the 
head of the household, please indicate your relationship to the head of 
the household:
Head of the Household  Wife_____
Son Daughter
Other (please indicate)
How many childern live in the household?
Number of childern 
Age of Childern________________________
What is the occupation of the head of the household ? 
Occupation
Job Title___________________________________
How many years of school has the head of the household completed? 
Number of years of school completed
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Please indicate the total annual family income.
Under $3,000.00_______ $3,000 to_$4,999_____  $5,000 to $6,999
$7,000 to $8,999_____  $9,000 to $10,999_______  $11,000 to $12,999.
$13,000 to $14,999_____  $15,000 and over_____
What do you believe your income will be five years in the future? 
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3TAIISTICAL APPENDIX
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Computation of Sample Size
The sample s iz e  fo r  the  study was computed by f i r s t  taking 
an i n i t i a l  survey of the  Oklahoma County r e g i s t r a t i o n  books.
This i n i t i a l  survey revealed  th a t  86.10 p e rcen t  of the  re g is te r e d  
owners owned c a rs  manufactured by th e  b ig  th re e  automobile man­
u fa c tu re r s  in  th e  United S ta te s .  Thié s t a t i s t i c  was used to 
compute th e  sample s iz e  f o r  the  s tu d y . The d e s i r e s  p rec is ion  
fo r  th e  sample was a confidence in te r v a l  of p lus or minus five  
p e rcen t w ith a confidence c o e f f ic ie n t  o f .95 .
Thus :
1.96 Sp = .05 
Gp = .02551 
To c a lc u la te  th e  sample s iz e
- ,  . /  .8610 X .1390
V n ------







n = 183.87 or 184
As was expla ined  in  the  s e c t io n  on methodology, 184 car 
buyers of 1968 model cars  were s e le c te d  from th e  29 volumes 
of the  Oklahoma County R e g is t r a t io n  re c o rd s .  The l ic e n s e  
tags  a re  ordered  by the  l e t t e r  p r e f ix  (XA through XZ and YA 
through YZ) and by number. The procedure  of drawing th e
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respondents was accomplished by sampling without replacement 
over an eight-month period  to  attem pt to  avoid temporal b ia s .  
There a re  twenty-one l ic e n s e  tag  agencies l i s t e d  in the  yellow 
pages. Each tag  agency i s  assigned a se r ie s  of tag  numbers; 
fo r  example XJ and XO. Thus, the  l ic e n s e  tag number a respondent 
rece ives  is  a  fu n c t io n  of time and where the l ic e n se  tag  i s  pur­
chased. The 1968 ca r  buyer would then apparen tly  appear in  the 
29 volumes on a random b a s i s .
R epresen ta tiveness  of the  Sample
Since th e  p opu la tion  parameters of the 1968 new car  buyers 
were apparen tly  no t a v a i la b le ,  the  p resen t  study was te s te d  
a g a in s t  two o th e r  samples. The f i r s t  was the Continuing Audit 
of Oklahoma C ity  conducted by the  Business Research Center of 
cklahoma C ity  U n ive rs i ty  f o r  the  Oklahoma Publishing Company.
To sec i f  the  Continuing Audit was re p re se n ta t iv e  of Oklahoma 
City r e s id e n ts  a s t a t i s t i c  from the Continuing Audit was te s te d  
again-,f: a known popu la tion  parameter from the 1970 Census d a ta  
concerning Oklahoma C ity . The Census d a ta  recorded t h a t  13.69 
percent of Oklahoma C i ty 's  population  were negroes, w h ile  th e  
Audit gave th e  percentage  as 13 percen t fo r  th e  same y ea r .  Tests 
of Hypothesis were used to  t e s t  fo r  a s ig n i f ic a n t  d i f f e r e n c e .
The t e s t  was as fo llow s:
' l / i r  =
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Thus rhcro  is  no s ig n i f i c a n t  d i f fe re n c e  between the Audi t  an;  
r h '  ]970 Census.
A
(TÏÏ is  used as the  b e s t  es tim ate  of (Ti: and is  c a l ­
cu la ted  as fo llow s:
  = 1/000053 = .00728
A f te r  a sc e r ta in in g  th a t  no s ig n i f ic a n t  d if fe re n c e  o x i s t c i  
boreeen the Consumer Audit and the 1970 Census in form ation , the 
moon income s t a t i s t i c  found in  the p resen t  study was eomi?a?'ud 
with the mean income s t a t i s t i c  of th e  new car  buyers in the  
1063 Continuing A udit. The t e s t  hypothesis was as fo llow s:
xl - x2 8.301.17 - 7.593.34
^ = = 674.12
SSl - x2
= 1 .0 5 < 1 .  96674.12
where :
Sxl - 52
\ / 53.997^ + 671.95
29156.676 + 451156.803
^454432.479 = 674.116 or (•74.;!?
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The or.her sample t h a t  the  present study was te s te d  against 
was taken in 1964 of 1963 car  buyers. In order to  make the 
t e s t  of h y p o th es is ,  i t  seemed advisab le  to  f i r s t  a d ju s t  the  
mean income s t a t i s t i c  in  the  1964 study to  r e f l e c t  the growth 
in the wage r a t e s .  The United S ta te s  Bureau of Labor S t a t i s t i c s  
wage index showed a 16 percen t increase  between 1964 and 196X. 
Thus, ad ju s tin g  the  1964 mean income s t a t i s t i c :
1964 sample income mean 8058.00
wage index adjustm ent 1.16
ad ju s ted  income 9,347.28
The computation of th e  t e s t  of hypothesis becomes:
7 _ ^1 - x2 _ 9.347.28 - S .301.17
■ SÎ1 .  Î2  ■ 852.79
-  1 - 2 3 < 1 .9 6
where :
Sxl - x2
7 5 0 0 .1 l \   ̂ / 9111.74'
fm  j  \\fÎM
^ 5 2 5 ,1 1 ^  + 671.95“ 
W 5774O.51  + 451516.803 
V727257.315 = 852.79  
Thus, th e re  is  no s ig n i f i c a n t  d if fe re n c e  a t  the  .05 lev e l  hr 
tween the  p resen t study  and the  o ther two samples.
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An Example o f  a  2 Score Test
In order to  g ive the  read e r  an example of calc;.ria tion  of 
t o s t  of hypo thes is , a 2 score  t e s t  of hypo thesis  between the  
number of brand lo y a l  consumers and brand sw itching  consumers 
g iv ing  the reason of "p r ice"  being  very im portant wi l l  be shown, 
Since there  were s l i g h t l y  more brand loy a l  owners than 
brand sw itching owners (94 to  90) ,  the  d i s t r i b u t i o n s  must f i r s t  
be normalized or converted in to  p e rc e n ts .
Brand loyal owners g iv in g  p r ic e  as an
important reason 5l
Brand switching owners g iv in g  p r ic e  as
an important reason 16
Normalizing th e  d i s t r i b u t i o n s :
94 111 = .5425 90 [ U  = .1778
The formula to t e s t  f o r  a s i g n i f i c a n t  di f f e r e n c e  i s :
Z = / ^1 - 2̂
th e r e io r e :
/B-X qV/P. , x_q\
(  :̂ 1 j  \ ::2 )
.5425 - .1778
y
/.5425 X .4575 ^ .1778 x .8222
94 50
.3647 = .3647 = 5.66 >  2.57
V7004152 .0644
